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Abstract 
The Online Transition: The View From Inside a Major Market Weekly  
Nicholas Ciervo 
 
 
 
The media industry is undergoing a change and no one is exempt. No matter the medium, 
size of the company, or current subscription levels or ratings, the future is in question. Where one 
is positioned and how one responds to the obstacles and twists will dictate survivability. There are 
schools of media theorists who believe the convergence of media to be the death of journalism. 
Others warn that media companies should do all that they can to channel the audience back to 
their traditional medium. Of course there are also the camps that praise the Internet for its ability 
to combine traditional media distribution techniques. Where do media companies stand?  On 
which side of the fence do they stand? What are they doing? 
This thesis analyzes what one major market weekly newspaper is doing, Big City 
Weekly, as it will be referred to for anonymity, and compares it to what the analysts are saying 
and other companies of varying similarities are doing. Broadcast media and print media, national 
and local, same market and different markets, daily and weekly, all have to formulate strategies 
many of which may appear to take the same skeletal structure. How does Big City Weekly look in 
comparison to a major national paper, the leading local paper, the leading papers of other 
markets, their weekly competitor in Big City, other weekly papers, and the broadcasters? 
Big City Publications, Inc. considers their publishing strategy to be multi-platform, 
publishing designated for more than one distribution technique. Their strategy for being such is 
compared with other “multi-platform” publishers as a way to help define multi-platform. Media 
companies need to be multimedia companies, print needs to take on broadcasting and 
broadcasting needs to take on print. The techniques that went into developing other media will 
still apply, but will be needed in multi-platform environments. 
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CHAPTER 1: INTRODUCTION 
 
 
 
In 1989, CNN was the only 24-hour news source for the general American 
populace1. Chinese leader, Deng Xiaoping planned to greet the president of the USSR, 
Mikhail Gorbachev, in Tiananmen Square. The Chinese government gave CNN 
permission to cover the event live. Instead of capturing the ceremony, CNN was the only 
American network to have live coverage of hundreds of thousands of Chinese students 
protesting in the square, demanding reform. CNN was the only news source that was able 
to give live coverage of the protest 24-hours a day for the next few days1. This event 
marked CNN as a dominant news source and brought into the limelight the flaws and 
limitations of the traditional news sources, print and broadcast. The other networks were 
forced to cover the news within certain time constraints, for example the 6 o’clock and 11 
o’clock news of each respective station. Even if covering an event such as Tiananmen 
Square, the networks were handicapped by their limited time dedicated to news because 
they couldn’t continually cover it. If a new facet of the story were to break, CNN would 
have the jump on getting that information to the audience, while the networks would have 
to interrupt previously scheduled programming.  The time constraints also handicapped 
the networks because the time that was allotted for news couldn’t be spent solely on 
covering Tiananmen Square; there were other stories that needed to be covered. CNN 
could cover anything, anywhere, at any time. This aspect gave them what other news 
channels did not have and this was a paradigm shift in the way people thought of the 
news. The network news model was becoming obsolete. 
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It is only fitting that a few days after the twentieth anniversary of CNN, the 
Internet bested CNN. It was a calm, Saturday afternoon, according to CNN and 
CNN.com. CNN.com featured an article about the confusion surrounding the analog to 
digital TV signal transition2 while CNN was showing reruns of Larry King’s interview 
with the cast of American Chopper and other shows3 and the top story on their website 
was about the analog TV to digital TV transition2. However, the micro-blogging site, 
Twitter, was reporting the day to be anything but calm2. 
In Tehran, the capital city of Iran, protestors had taken to the streets due to 
discrepancies in the results of the presidential election that took place days before. The 
Iranian government refused news crews access to the streets of Tehran or confiscated 
their cameras4, and cut Internet access and cell phone calls5. Yet, despite the Iranian 
governments’ best efforts to censor the information that was coming out of Tehran, the 
world still knew. Anyone who was by a computer could keep up with all of updates 
coming out of the streets of Tehran. News of the events of a city that had been cut off 
from the rest of the world was reaching people around the world. The Iranian government 
blocked services like Facebook, YouTube, Liveleak, Fickr, and Twitter but the people 
maintained their ability to share the streets of Tehran with the rest of the world via 
proxies6. Many of the inhabitants of Twitter were re-“tweeting” the posts of protesters 
and posting links to social news aggregators like Reddit and Digg6 to help spread the 
news even further. Everyone was able to keep up to date with what was going on in 
Tehran. 
The events in Tehran caught the news world by surprise. It wasn’t until the 
morning after the start of the riots that CNN.com began covering the events2. CNN was a 
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day late to the scene, so the Internet was taking control of disseminating information to 
the masses. It was allowing people to keep a 24-hour eye on the events in Tehran. Like 
CNN did 20 years previously, the Internet brought to focus the flaws and limitations of its 
predecessors. An industry that had been preparing and formulating strategies for the new 
wave of digital media7 was shown to be unprepared. 
The Internet has changed the face of mass media.  As media companies move 
online they need to adopt a strategy for change so that they can maintain their identities 
and still remain profitable. Big City Weekly (BCW), a free, weekly, alternative 
newspaper, is not different from any of the rest. Their current strategy to maintain their 
presence in a changing world for media will be analyzed. They will be compared to other 
media companies. Since none will be spared this change in the paradigm of media, what 
BCW is doing will be compared to the strategies of other alternative weeklies, free 
newspapers, daily newspapers, other media companies, as well as to the advice and 
warnings of analysts and theorists. What is BCW doing that is the same? What is BCW 
doing that is different? How do these similarities and differences affect the day-to-day 
functions of this newspaper? How has their workflow changed since their transition 
began? What has changed about their revenue streams? How does BCW refrain from 
damaging its credibility when the spread of news and information via the Internet has 
become more rapid and in many cases less accurate8? Judging from current company 
trends, what does the future look like for this major-market weekly? 
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CHAPTER 2: LITERARY REVIEW 
 
 
 
In the Eye of Change 
The media industry is very reliant on technology. As technology changes so do 
the ways in which the audience receives the medium. CDs, MP3s, and eight-track 
cassettes were all ways that humans receive or have received, once upon a time, recorded 
sound as a medium9. As media scholar and professor at the University of Southern 
California, Henry Jenkins’ example points out, just because the distribution has changed, 
doesn’t mean the medium has changed. Recorded sound is still recorded sound and 
though by definition a digital native will more than likely never listen to an eight track10, 
if they even know what one is they still have the ability to listen to recorded sound. With 
that premise established it can be crossed into other media; print can still be print, 
broadcasting can still be broadcasting, and “old media” don’t have to die to make way for 
“new media”9. The Internet, smartphones, and other devices that will inevitably surface 
in this era of rapid digital change11, but they will simply change the way we receive 
media, not the media itself.  
New distribution methods for a particular medium don’t always follow the same 
trends as the previous medium’s methods. As Edward Wasserman states, “A half-century 
ago, moviemakers sold five times the tickets they sell now (to a population half its 
current size). If Hollywood had stuck to the belief that its business is to pack theaters, it 
would no longer have a business,”8. Though it helps to accentuate the point, it is 
uncertain as to what facts Mr. Wasserman was basing this claim on as 70 of the top 100 
domestic box office grossing movies came out in the past decade23.  
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Now newspapers are seeing a decline in sales and increase in expenses related to 
their distribution format. Unfortunately, “Newspapers still tend to define themselves by 
their paper rather than their news,”24. Again, generalities often see exceptions. In The 
Distribution Revolution, Bret Schulte identified the Wilmington Star-News and the 
Washington Posts’ Slate as newspapers that distribute stories on their website through the 
use social media sites such as Twitter, Facebook, and Digg. Digg.com is a social news 
aggregation website where its users link to a story and other users can vote on it. If the 
story generates a sizeable amount of votes it will reach the front page and will be featured 
on the sites top ten stories of the past 24 hours25.  
With the Internet being a source of distribution for print and broadcast the 
buzzword, “convergence”9 12 has become a very popular term. What people think of when 
the word convergence is thrown around can vary: media consolidation, a new device that 
can do what multiple media devices once did, the concept of combining print and 
broadcast media, or a print or broadcast media entity having a website12. All of these 
definitions have been used to explain media convergence. When speaking to a panel of 
editors, former President of the Poynter Institute for Media Studies Robert Haiman, was 
discussing convergence with an editor who was excited about all of the things his 
newsroom could do with the buzzword. When Haiman stopped the editor to ask what 
were the two words that best caught the essence of the new newsroom, the editor replied, 
“Better marketing.” This upset Haiman but proved his point that convergence did nothing 
to better journalism13.  
In terms of convergence’s effect on journalism, Haiman compares it to the 
Amphicar, a car that one could drive into the water and use as a boat13. The Amphicar 
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sank in terms of how well it did because as a car and as a boat it did not live up to 
expectations, as it had to focus on being both13. When one is forced to focus on multiple 
facets it is hard to be a master of one. For this boat-car, to be a boat it must maximize 
buoyancy to float but to be a car it has to maximize aerodynamics for better fuel 
efficiency14.  He uses the example of a newspaper reporter who has won many awards 
over the years who works for a paper that has added a television news platform and will 
now require their staff to participate in both13. This singled out reporter is fat, bald, and 
speaks with a lisp, which is less than ideal for a television reporter13. Haiman’s fear stems 
from what will become of the award winning newspaper writers. When new reporters are 
expected to be both newspaper and television reporters then those who are geniuses but 
are less than ideal for one will they be passed up for those who can do all of the above, 
but with mediocrity? Is being a jack-of-all-trades better than being a master of one? 
Those are the concerns that Haiman expressed and why he feels that convergence is 
terrible for journalism. He thinks that in the end great journalism is going to be passed up 
for multi-faceted journalism. 
Credibility is also a hot topic surrounding convergence. As Edward Wasserman, 
Washington & Lee University’s Knight Chair in Journalism Ethics, states, “I’m struck by 
the paradox of a business that wrings its hands ceaselessly over its shaky credibility and 
that is now reshaping itself to fit an operating mode in which half-understood stories are 
published with wire-service haste,”8. As the saying goes, “with haste comes waste.” 
Organizations, editors, and writers all run the risk of misstating facts and other innately 
human errors that can occur when people are rushing a product as quickly as possible. 
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Errors are already prevalent in journalism, and the speed with which it will be expected to 
churn out stories will only foster more errors, in the eyes of Wasserman. 
The movie industry is an industry that consistently had to progress with new 
distribution techniques. As new distribution methods were born, the industry would 
accept these infants and grow with them. While cultivating the new method, the movie 
industry would maintain their presence in the old format until they were certain the new 
one was capable of holding its own and the old was obsolete. They moved from the box 
office to the television, maintained both and moved to VHS, transitioned to DVD while 
holding onto VHS for a limited time during the process, and now the audience can find 
some of their favorite movies on DVD, Blu-ray, and online (Netflix, Hulu, etc.). This is 
an industry that has undergone multiple distribution changes. While going through these 
changes they maintained multiple platforms of distribution and provided a quality 
product on all. The end result was not that of Robert Haiman’s Amphicar horror, but 
competent new streams of distribution. 
Transitioning back to the news industry, Dave Lougee, president of the 
Broadcasting Division of Gannett recounts a time where “some of us worked in 
newsrooms that were both TV and radio newsrooms. Reporters at the time didn't think 
twice about filing a story for TV or radio” 74. In other words, this isn’t something new. 
There are people still in the industry who have gone through a transition and made it out 
the other side. It is the same content; it just needs to be prepared for multiple distribution 
techniques.   
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Troubling Economics 
The economic trends that surround convergence have stirred a great deal of 
concern. According to Barb Palser, “newspapers claimed 27.7 percent of local online 
advertising revenue in 2008, according to Borrell Associates. That's not enough to 
support the traditional vision of a full-fledged news operation,”21. Across the board, 
online advertising totals made up $3,109 million20 in 2010, which represented only 8.2% 
of the total advertising revenue in the industry. “Print advertising and subscription 
revenues, deflated though they may be, still make up the lion's share of newspaper 
revenue,”21. Web ad sales do no generate an amount equal to the revenue of print ad 
sales. The numbers appear to support those with concerns about the economical stability 
of the online newsroom.  
Despite the lack of income from online advertising, the economics that surround 
more traditional media aren’t the most promising either. The Newspaper Association of 
America features a chart of ad revenue streams for the newspaper industry since the 
1950s as well as industry wide figures of advertising expenditures ready for download. 
According to this chart, the revenue stream for classified ads reached its peak in 2000, 
with a grand total of $19,608 million across the newspaper industry20. Total print ad sales 
peaked at $48,670 million, again this was in the year 200020. In 2008, these numbers had 
dropped to $9,975 million for classified ad sales and $34,740 million total20, a full report 
can be found in the appendix. The total ad sales for newspapers had dropped $13,930 
million; $9,633 million of the decrease came from classified ads20.  
Even the non-mainstream services such as alternative weekly newspapers have 
seen decreased advertising revenue. Alternative weeklies are often identified by their 
counter-culture arts and entertainment coverage, off-beat advice on sexuality, leftist 
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political coverage, and magazine-styled features18. They differentiated themselves from 
traditional news sources, as they were the place to go for non-traditional ads like gay, 
bisexual, and swinger ads. “You'd never see ads for those options in the square Tribune 
or Daily News, but in the Reader they were neatly broken into their own categories, 
[without judgment] and given the same emphasis as ‘Men Seeking Women.’”18. Though 
alternative weeklies were the place one would go to find such content, people did have to 
pay, like any other ad one would find in the paper, for these placements. In many of the 
cities where one can find an alternative weekly, Craigslist offers its services. Now the 
alternative weeklies have to compete with free. The users can upload up to four images, 
enter a price/salary depending on the section, and are not limited by length requirements 
in the description. No matter how long or how many of the four images the author uses, 
the price is still free, again with the exception of job postings in some cities, but even that 
is only $25.  
Advertising revenue is down and production costs are up for print. It is reported 
that for the quarter’s end on March 30, 2008, The New York Times spent $59,076,000 
per quarter on raw materials and $169,907,000 per quarter on wages and benefits 16, for 
their condensed statement of operations please refer to the appendix. If you multiply both 
out for the year, then add them together, and finally remove $200 million per year17 for 
the reported wages and benefits of the newsroom, you are left with a cost of 
approximately $715,932,000. The New York Times spends nearly three quarters of a 
billion dollars to reach its audience a year. Depending on how The New York Times 
reports its finances, this may or may not include the price of delivery, including the ever-
rising cost of oil, which can take a hefty portion of revenue out of their grand sum. “As 
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gas prices rise sharply, so do distribution costs,”15. Distributing the physical form of a 
newspaper will continue to become more expensive as gas prices continue to rise. It is an 
inevitability that can’t be avoided. The same is also true of the delivery of raw materials. 
Edward Roussel states, “Newspaper executives have often justified their lack of 
attention to digital media by pointing to the lower advertising yields. ‘When will the Web 
match the revenues generated by newspapers?’ Maybe never.”22 Though online 
advertising is increasing, even in local markets, it might never match that of what print 
once was. Newspaper advertising yields have been declining since the 1960’s and the 
internet accelerated the trend22. 
Online advertising is an area of growth. Due to the financial crisis, the year 2008 
was the first year that local online advertising revenue did not rise beyond the levels of 
the year previous and print advertising sales saw a much steeper decline21. With each 
passing year is it becoming more and more profitable to sell advertisements online and 
less profitable to sell them in print. Though online ads alone cannot support a full-scale 
news operation, “all evidence suggests that print revenues can no longer support that 
vision, either,”21. Though it is not going to be as profitable, the transition is still going to 
be necessary. News organizations may not be able to survive on the web alone right now, 
however they are not going to survive on their old form later. As Roussell states, “In the 
first 10 months of 2008 alone, the shares of The New York Times Company dropped by 
more than 40 percent, while Gannett Company, Inc. shed two-thirds of its value,”22. The 
old media forms are hemorrhaging money regardless of the inability to turn profits 
online. Neither one seems to be able to stand on its own right now; however the online ad 
sales are increasing while the print ad sales are drastically decreasing. 
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It is also important to understand that online ad sales may not ever match what 
newspapers once had in print and organizations shouldn’t be expecting to see the same 
advertising yields. However, the costs to create a digital form are also much lower than 
that of a printed product. Though a Kindle is a bad example of a new distribution 
technique for newspapers, as one cannot sell advertisements on it, what is important is the 
contrast of how costly it is to print and deliver a tangible product compared to sending an 
electronic product to those with devices that can read them. 
New Strategies 
Newspapers have made Caigslist their scapegoat 18 19 for the decrease in 
advertising yields. With the exception of the major cities where they charge $25 per 
category per post for job listings, Craigslist offers free classified ad postings. A user can 
post community events, available rooms, personals, items for sale, free or curbside items, 
etc. with no fee charged to them. 
Some papers have introduced their own methods for combating the, “Craigslist 
effect,” BCP’s vice president put it. Table 1.1 shows the price breakdown of what one 
gets with advertising an apartment for rent with Big City Metropaper, another weekly that 
competes with BCW. In comparison to Craigslist, an online user gets two extra images 
Table 1.1: Big City Metropaper 
 Online** Print 
Length unlimited 20 words: $1/word* Beyond: $0.60/word* 
Photos 6 None 
Preferred $4.50* - 
Background $1.25* - 
* Price is per issue 
** For $20, on can have the ad published in print but it is subject to editing 
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and other extra they have to pay for. They are also given the option to have the ad in 
print. They are competing with Craigslist’s free approach, while still giving them ways to 
monetize their classifieds with extras that craigslist does not support.  
 Seven Days, a weekly based out of Vermont, that has had success in selling 
classified ads does something similar, as shown in the chart above. According to Ed Avis, 
Seven Days has seen a 10 to 20 percent increase in display ad sales per year and even in a 
down market in 2007 they saw an increase in 18 percent. Granted, online revenue only 
accounts for 2.5 percent of their total income18. It isn’t the revenue that their website is 
generating that is causing this increase in display ad sales but how they are using their 
website that is increasing their profits. Like Metropaper, Seven Days is offering a free 
alternative to Craigslist, but offering monetized extras that craigslist does not, though not 
for all sections. They have seen success with this model. 
Table 1.2: Seven Days 
  Free Paid* 
Print 
Appearance 
1 week $9 $55 
8 weeks $20 $100 
Words 
Online Unlimited Unlimited 
Print 25 25 
Print Add’l $.50/word $.50/word 
*Paid ads are priced by mandatory weekly appearance 
 
Pay Walls 
Those like Paul Fahri believe in order to combat decreased advertising revenues, 
newspaper websites should establish a pay wall26, which is a subscription fee to access 
their website. That is what Rupert Murdoch intends to do. His plan is to prevent search 
engines from indexing the web sites of his newspapers, including The Wall Street 
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Journal, and putting them behind a pay wall27. Fahri recognizes such a move will cause a 
drop in web advertising revenue and points out, “When freeloaders are denied access to 
the site, traffic drops substantially. Bye-bye, advertising revenue.”26 Though he supports 
pay walls he also suggests dropping the online presence altogether to encourage readers 
back to print.  Farhi believes trying to find a perfect balance for a pay wall, one that is 
low enough to encourage readers to read the site and one high enough to offset the loss in 
advertising, is more trouble than it is worth, though the sentiment may be a little extreme. 
The representatives of the news industry who subscribe to the same school of 
thought as Farhi forget that they have more competitors now. Even Farhi recognizes “that 
anyone can be a news publisher”26. The free competition for newspapers has grown from 
free newspapers, alternative weeklies, and broadcast news to including bloggers and 
news aggregators. Allison Bass, a former reporter for The Boston Globe, points out that 
newspapers are not strangers to unique content:  
The best muckraking of recent decades has been done by reporters who worked 
for metropolitan dailies with the resources to support their reconnaissance. Other 
news outlets … rarely do their own skunk work and, with a few exceptions, 
piggyback instead on stories that newspapers unearth. 29 
 
Though other news organizations have broken a fair amount of investigative pieces, the 
newspaper was known for this, according to Ms. Bass. The newspaper couldn’t break 
stories as quickly as the broadcast news entities, so its best way to compete was to 
publish stories that people couldn’t find anywhere else, which meant doing heavy 
investigation to find stories that no other organization could simply pull off a police 
blotter. Unfortunately, according to Ms. Bass, “Now, however, such investigative verve 
has largely disappeared from newsrooms around the country because financially strapped 
newspapers no longer have the capacity to fund this kind of intense, beat-driven work”29. 
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With less newspapers making groundbreaking investigative reporting blogs have become 
a viable source for “the crucial watchdog role of newspapers.” A few blogs that Ms. Bass 
exemplifies are Talking Points Memo, Pharmalot, Smoking Gun, voiceofsandiego.org, 
and the New Haven Independent”29.  
Television networks publish many of their most popular shows online to 
capitalize on the growing popularity of online video. In the year 2009, 80% of the U.S. 
online audience watched online video30 with a penetration rate of 49%31. The penetration 
rate is expected to be 50% in 2010 and 59% in 2013 with web video users expecting to 
make up 85% of the online audience31. Many of the networks make episodes of their 
shows available on their respective websites after the show airs. The content of NBC, 
Fox, ABC and their subsidiaries can also be found on Hulu32. CBS’ content can be found 
on their site as well as on TV.com30. Hulu was once only supported by web ads and ads 
during the show. In the beginning of 2010, Hulu entertained the idea of creating a $5 per 
month paywall to access the site by the beginning of Fall 201032. This changed to keeping 
a free site but adding Hulu Plus which a user can access for $9.99. In comparison to the 
free Hulu site which streams in 480p and only includes current episodes of TV shows33, 
Hulu Plus includes more current content from the networks, HD video at 720p, every 
episode of previous season including some shows that are no longer on the air, and 
support for mobile devices34. If a viewer managed to miss his or her favorite show on any 
of the supported networks, he or she could have gone on Hulu and watch what he or she 
missed. With Hulu Plus the user may have to spend $10 a month to do so, which for some 
people who have cable subscriptions would mean they are paying twice for content. If 
one were to include his or her monthly bill for Internet access into the equation of what 
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he or she is paying to watch a show online then that is three charges he or she will take on 
to watch a missed episode. Additionally, if the show aired on one of the broadcast 
stations, which one technically doesn't have to pay to receive as long as he or she has an 
antennae that can pick up digital signals, then he or she would be paying for something 
he or she originally didn't have to pay for, though the user would have unlimited access 
for that $10 a month  
Netflix is another video content provider with a pay wall. For approximately $9 a 
month a Netflix subscriber has the ability to stream 20,000 movies and TV shows35 and a 
larger selection that he or she can request a DVD of, which generally arrives in the mail 
after two business days. There is no limit to the streams and the only DVD limit is one at 
a time. Though Hulu Plus only offers 2,000 titles, they offer more than Netflix in terms of 
TV shows, especially current TV shows, while Netflix keeps their focus more so on 
movies36. This is not necessarily an advantage for either, as it splits the video consumers 
into those who gravitate to TV shows and those who gravitate to movies, while some may 
straddle the fence and will rather pay for both or choose one over the other. However, 
both the free and the paid versions of Hulu will include commercials, while Netflix does 
not. Though Hulu Plus boasts that it can display HD video of 720p this is dependant on a 
users Internet connection, just as Netflix offers HD to connections that are greater than 
5mbps35. Writer Christopher Breen stated, while reviewing Hulu Plus, “I compared 
Season 1, Episode 1 of The X Files on Hulu Plus with the same episode on Netflix Watch 
Instantly and the Netflix experience was vastly superior--the picture was better and, 
unlike with Hulu Plus, there was no stuttering or lock ups”34. Despite Netflix being their 
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greatest legal competitor, the focus of the their content differs, which may cause a 
difference in audience preferences. 
Piracy has also established it's self as a worthy foe for the networks as it happens 
to be a free competitor for users. As Jay Hathaway points out, “2009 was the biggest year 
ever for TV piracy. In fact, downloading shows has become so popular that some shows 
had download totals higher than their average TV viewership,”37. Hathaway uses Heroes 
as an example citing an average of 6.6 million downloads versus its 5.9 million viewers. 
This first of all demonstrates a need for VOD services online. Users want to watch their 
favorite shows on their time and not on the networks time. Online VOD also allows users 
to watch their favorite shows wherever that network has the rights to show the content; 
instead of making sure they are in front of a TV. Secondly, this shows how fierce of a 
competitor piracy is for the networks. There are 6.6 million viewers of the show Heroes 
who are watching it ad free. There is no money being contributed to the networks for 
those viewers. That was the original purpose of Hulu, to fight piracy by giving users a 
free, legal alternative in which NBC could still make money off of the ads they sell 
during the show38. CBS, for example, has not proposed any paywalls. CBS is making 
other efforts to make up for the drop in revenue from TV to online. Michael Learmonth 
explains that “[t]ypically a half-hour show online has two minutes of ads, compared with 
eight minutes on TV. CBS is pushing that up to five minutes with no measureable 
consumer blow-back,”30. By advertising more CBS is keeping their content free for users 
but still increasing their online video revenue by encouraging more advertisers to move to 
their online content. This shows CBS’ has confidence in their online content’s ability to 
lure advertisers and generate income on its own, instead of the website. 
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Depending upon the content, pay walls can work.  Allan Murray, deputy 
managing editor and executive editor, online, for the Wall Street Journal, highlights five 
strategies for deploying a pay wall. These tips include having a mix of free and paid 
content, not charging for content that will be free elsewhere, not charging for the most 
popular content, appeal to niches, and the narrower the niche the better70. It appears this 
model works for the Wall Street Journal as it reported to seeing an increase of 17%69 to 
their print and online revenue streams. What is not discussed in the memo are the 
possible reasons for this increased revenue. Though it may be fair to rule out the  down 
economy, as the memo reports, the New York Times will see a 2-3% fall69. The writer 
praises the success of newly launched ventures which may have generated enough 
interest and buzz. It also may not hurt that their subscription is a tax write-off71. 
Regardless of the reasoning, it would appear their particular subscription model isn’t 
stifling subscriptions.  
As the mentioned above, the Wall Street Journal has had success with an online 
subscription model; however that cannot be counted on. There are too many free 
alternatives for users to go to. Unless the content is specifically tied to one organization, 
like an intensive investigative piece, users can find it elsewhere, a website that they do 
not have to pay for. Now the subscription website just lost a potential eyeball to sell to 
advertisers. Also, newsrooms have been cutting staff and resources in financially difficult 
times, causing the likelihood of the writers to conduct investigative pieces to lessen. 
Other sources, like blogs, are taking the mantle. Blogs have indeed become a way for 
people to keep up with news and remaining informed. While anyone can be a blogger, it 
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is going to be hard not to compete with free news sources, especially considering many 
blogs are surviving while not charging for content. 
At CBS, instead of charging for content, they are selling more advertisements, 
while their competitors are starting to hide behind a pay wall. Despite advertising more 
on their online product they have not seen a drop in users. When the users are pirating 
content more so than watching it on TV the company needs to make the content easier to 
access. Just because one video company is having success selling streams to users doesn’t 
mean another will be able to accomplish the same. 
A New Hope? 
Through all of this, there is an example that contradicts what is being said about 
the profitability of an online news entity. In 2005, TWiT.tv (TWiT is short for This Week 
in Tech, the name of the flagship show) began broadcasting over the Internet. Its creator, 
Leo Laporte had spent 32 years in old media, creating and hosting technology shows for 
television and radio, writing for newspapers, and has written 13 books39. He was involved 
in traditional media and immersed himself in technology translating to his understanding 
of the power behind new media. TWiT.tv started out with two podcasts and has 
developed into a network featuring over 20 shows40 and 30 hours a week of live video 
streaming39. There are only seven full-time staff members40 at TWiT.tv so it isn’t a large-
scale project like the networks are, however this is an organization that produces and 
distributes its own content across the web and is profitable. During his speech for an 
Online News Association conference, Laporte announced that his operating budget is 
approximately $350,000 and he generates $1.5 million a year40. He added that his 
revenue has generally been doubling every year while his expenses stay relatively 
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static40. That is what makes the TWiT network an important figure in exploring the 
transition from new media to old media. Some of the revenue comes from donations and 
some comes from ad space that he sells on video feed and podcasts. These ads go for the 
rate of $70 CPM39.  
Mr. Laporte, during the same ONA conference speech, brought forth insight as to 
why he does so well with online advertisements. “Advertisers are no longer content with 
loosely engaged large numbers of people who may or may not be paying any attention … 
What they are more and more interested in is speaking to targeted audience,” said 
Laporte39. In the old media this wasn’t as possible. To ensure better placement of the ads, 
research was done to better gauge the viewing habits of certain demographics. During a 
particular time frame, this demographic was more likely to be viewing this channel, so a 
company would run an ad there if that was the audience that the company wanted to 
reach. But more likely did not mean that the demographic a company wanted to hit was 
the only demographic that the company would hit. It only meant that the target 
demographic was more likely to be viewing one show over another. 
The Internet has changed that. Stated by Laporte, “Facebook and Google offer 
advertisers the holy grail. When you buy an ad on those platforms you buy an ad from 
someone one who is interested in buying your product…I can get 18 million on Seinfeld, 
but I have to pay for 18 million. I only want to talk to 100,000. On Facebook and Google 
I can get that 100,000 and no more,”39. The old media advertising model favored media 
companies and the new media model favors advertisers. Both charge by CPMs, however 
everyone who looks at the old media ad counts towards the CPM, even those who have 
no need or want for the product. Regardless of the need for the product or not, if a person 
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saw an ad, the old media could charge for that person. New media can target specific 
audiences and give a greater chance to reach only the people the product wants to 
address. With the Facebook model, advertisements are shown to users based upon the 
information in which the user provides in his or her profile. Google uses a combination of 
profiled information if possible and stored information based on what an IP address has 
searched over the past 9 months and displays advertisements based upon the topics the 
user seems to be interested in41. Knowing the target audience and their interests is a more 
accurate predictor of product usage than knowing if a household that watches a certain 
program has an 18-35 year old male dwelling with in it. “It's my goal to reach those 
millions of geeks out there as easy as can be … We want to reach that specific audience, 
that small group, that one in a hundred and deliver them to the advertisers and say, 'This 
is who it is. We know who they are. They really are interested in your products … This is 
the next step for us, to make it easier and easier to get,”39 says Laporte about the value of 
online advertising. 
Mr. Laporte doesn't know everything about his users. He claims to deliver a niche 
but is confident that he could narrow down his audience even further39. Listeners of 
TWiT are interested in technology and computers. If they are not technology enthusiasts 
they would like to know more about technology because that is what his network is 
about. He has one show based around Google, one about Mac products, one about 
Windows products, a security show, etc. For now he sells a niche and that is all his 
advertisers need for their confidence. Online advertising can assure that an ad will only 
be targeted to people who are actually interested in the product. Some products aren't 
meant for everybody. Very few healthy young females are going to be interested in 
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purchasing Viagra. Every time a young female watches a Viagra commercial it drives the 
CPM for that commercial up without any added benefit for Viagra. Why purchase an ad 
that is going to reach a million viewers if only 100,000 will be interested in the product 
when one can purchase an ad that is directed to the 100,000 that they want to reach? 
While the model for broadcasting and print was charging for each head that the 
distribution system was about to target, online advertising is based on who those heads 
are. Traditional media on the online platform are struggling to generate profits online, 
contrary to Mr. Laporte’s online TV/radio network which is highly profitable. Mr. 
Laporte is showing that online media can be efficient; it is just a matter of directing 
advertisements to those who are interested in the product and not trying to create interest 
in a mass group. 
Hyper-local = Niche content 
One of the issues media companies have with their online content is trying to 
cover too much. In his article “Prepare for the Future, Skip the Present,” Roussel states 
that “[i]nstead, media companies need to invest more money in their premium content—
editorial that is unavailable elsewhere but that is highly valued by readers. Go deep, not 
wide”22. Online news organizations need to find a niche. If the organization is a local 
news station or paper, then their focus should be on covering local news and politics. 
This is a practice already seen, less extreme, in local papers. As stated by the editors of 
the Minneapolis Star Tribune, 
“Every day our pages are still filled with national and foreign stories, usually 
conveyed to our readers through wire service copy. But the hard truth redefining 
our priorities is that much of that news is instantly available to readers from a 
myriad of other sources with whom we aren't able to compete-from CNN to the 
Web pages of The New York limes to the aggregated news reports found on 
Yahoo! News”42. 
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The Minneapolis Star Tribune realizes that they can’t compete on the national news level. 
They aren’t going to waste their resources sending one of their journalists to Washington 
D.C. to cover a bill going through congress or the senate. They recognize their strength is 
in giving their audience news that no other newspaper can, so they focus their resources 
on covering Minneapolis. However, they are quite aware of the importance of keeping 
their audience informed with what is happening nationally and internationally. This is 
why they subscribe to a wire service that includes stories from sources that dedicate 
themselves to niches in which the Minneapolis Star Tribune does not. 
The Minneapolis Star Tribune knows they can’t compete nationally with national 
behemoths like the New York Times and CNN. For the pertinent national news stories the 
Minneapolis Star Tribune uses the stories that come in on their wire service42. This is a 
common trend as “steep revenue declines and easy data-sharing methods have caused 
many newspapers to syndicate a large portion of their content75. If they link to national 
stories that are on CNN or New York Times and act as a news aggregator on the national 
level, the paper can at least convince their audience that they can come to their website 
and at least be directed to the day’s news. They still get the eyeballs before redirecting 
them to a better source for that particular subject. Using NBC as an example, NBC has 
local O&O’s, affiliates, and have a 24-hour news station, MSNBC. The local O&O’s and 
affiliates could cover local news and politics, while MSNBC covers national stories, 
politics, wars, etc. When the local NBC websites can then pull their national news stories 
from MSNBC and any major story that breaks in one of the local markets can be pulled 
by MSNBC from NBC’s representation in that market. The local won’t cover national as 
well as national and the national won’t cover local as well as local.  
23 
 
Presence vs. Identity 
There is a difference between an online presence and an online identity. A major 
issue that many media companies face is their website is merely their online presence. As 
Joe Marren, Professor from Boston State College states, “All too often the Web Site is 
the forgotten toy rather than an integral part of the overall community news organization” 
28. If the website is seen as another means to get a company’s print or broadcast product 
out through a different channel, then it isn’t an integral part of their business. They do not 
see the website as their product but as another tool to distribute their product. Their 
website is a presence, a technique for the company to say that they are online.  
Table 1.3: 2008 Audience % 
Newspaper 34% 
Radio 35% 
Cable TV 39% 
Local TV 52% 
Figures from the Key News Audiences 
Now Blend Online and Traditional 
Sources survey by The Pew Research 
Center for the People & the Press. 
 
News organizations, particularly newspapers, should be looking at the online as 
their product now. In How Newspapers Can Turn Problems Into Profit, Steve Rubel 
notes the economic turmoil that the newspaper industry faces due to inflation, America’s 
green conscience, and new technology as reasons for the industry to, “put a hard date on 
when they will abandon print altogether, close down plants and migrate completely to a 
digital paradigm”15. A problem with closing down one’s traditional news medium to 
move completely online is in 2008 many people still gathered their news from traditional 
outlets, the figures are shown in Table 1.3. For newspapers there is a potential of having 
more than a third of their audience disenfranchised and disconnected from the product if 
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the paper were to move completely online. For local television outlets, that number may 
be more than half. The traditional media form shouldn’t be forsaken. 
Creating an Identity 
When creating an identity it is important to know what appeals to the audience, 
otherwise the traffic the organization was hoping to garner to make up for their previous 
medium might be driven away. The layout of a website is very important for a news 
organization, so much so that Dr. Ronald Yaros of the University of Maryland is 
dedicating much research to the subject. In his article Mastering Multimedia there is a 
line placed before his byline, which suggests its importance, “It’s not enough to post 
some text and then simply throw some video into the mix. To keep readers’ attention and 
enhance the audience’s understanding, it’s critical that each ingredient in a rich 
multimedia stew is placed precisely where it makes the most sense”43. Imagine the 
website as a stew; it isn’t enough to have starches, vegetable, and meat, or meat substitute 
if you are a vegetarian, but one must know how to use each. The Internet is not like 
newspapers and television, so it shouldn’t be expected to follow the same layout 
procedures. If the Internet is being pictured as a stew, then newspapers and television 
stations are more like chowder or soup, it may have some of the same ingredients but the 
preparation is much different. It is important to keep in mind, though a good design is 
important, the product is what will convince people to visit the website and stay. 
It is important to note that, like cooking, there is such a thing as too much. As Dr. 
Yaros claims, “Typical visitors to a Web site want to scan for news of the hour as quickly 
as possible. But when they arrive, they too often are bombarded with a potpourri of 
options for video, text, feeds, tweets, polls, photos, maps and slideshows”43. If one were 
25 
 
to use too much pepper, it may ruin the stew. The same goes for the other ingredients. 
Also, just because someone has a pantry full of different spices and a fridge full of 
different produce, this doesn’t mean he or she should use everything except the kitchen 
sink, as they say. Too many flavors may become overwhelming for those who have to 
consume the product, just like if there are too many options to receive news on the front 
page of a website a user might feel flustered or even over encumbered which may lead to 
disinterest. Make sure to bring out all of the ingredients that leave a sweet smell for a user 
on the front page so that he or she wants to dig for the hearty, nutritious stuff. Much like 
the front page of a newspaper, the main page of a website should have select headlines 
with short teasers that users can easily navigate through with a picture here and there. 
Leave room on the left side or the top for easy navigation of the various sections of the 
website and possible drop-down menus populated with subsections short headlines of 
recent articles43. 
It is also important to note that a website should not annoy the user. Items such as 
multimedia that starts on its own41 and pop-ups28 can annoy a user to such severity that 
they will simply leave the website without a second thought. Users don’t want something 
to jump in front of an article that they are reading nor should a content provide want an 
ad to get in the way of the product. If a user is listening to music on his or her computer it 
might annoy them that other sounds are interrupting his or her song. If by chance a user 
did not have any other sound going and didn’t realize his or her speakers were on or the 
level at which they were set, unexpected sounds, especially loud sounds, could startle a 
user. A website’s goal should be for the users to have a pleasant experience as to not 
drive them away. Referring again to Dr. Yaros’ studies, “research shows that kick-outs 
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include pop-up windows, unexpected surveys and audio that plays automatically”43. The 
kick-outs he refers to are devices that will most likely lead to a user’s immediate 
departure from a website. 
This isn’t to say that a news website having multiple forms of media is a bad 
thing. It is good to engage the audience in different ways, but don’t overwhelm the 
audience. Keep it simple and don’t make a user listen to or watch the included 
multimedia, give the user the option to explore the media at his or her leisure. “Put that 
video or timeline or reader comment or related link at the place in the text where it's most 
relevant—but also plan to provide some overlap between the video and text. That's 
because many readers will just read or watch one or the other”43. Let the user be informed 
about the story no matter if he or she decides to read the article, watch the video, or 
access any of the other media options. Allow the media to stand on its own, but don’t 
make the user feel like the media is repeatedly giving him or her the same information. 
Also, don’t let the other media interfere with the article. For example, if the story is 
covering an event, let the story tell about the event. So the reader can get a better visual 
of the event include a sidebar with a slideshow or video with commentary from people at 
or managing the event. If there is a special guest at the event, when the guest is 
mentioned in the article include an interview with the guest explaining why he or she is at 
the event and/or its significance. All of these can tell the story of the event, but also come 
from a different aspect of the event. A user can understand what is going on if he or she 
only wants to partake in one feature, but won’t feel like he or she is receiving the same 
information over and over again if he or she decides to explore all of the options. 
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Since advertising may be the main source of revenue, if the website is not behind 
a pay wall, then the design should include effective advertising. As stated, pop-ups are a 
good way of getting the audience’s attention, but it can stir offensive emotions the 
audience may direct towards the web site. However, banner ads tend to be easy to ignore, 
so Joe Marren suggests “varying ad placement so that readers don’t get used to seeing ads 
in one place all the time”28. Don’t cause the ads to interfere with the content, but don’t 
continually place them in the same spot page after page. By doing so users will adjust and 
ignore those sections of the screen knowing that there is an ad there and nothing 
imperative to what they want from the site. Marren adds, “Developing specific 
advertising in specific sections so that the ‘right viewer sees the right advert,’”28. Let the 
ads make sense. As stated earlier, Facebook and Google place ads depending upon what 
they know about the current user. In most cases a news website may not have the same 
luxury. However, the organization can target ads to specific sections where users 
exploring that section might be interested in the product the ad is selling. For example, if 
a movie distributor wants to advertise the release of a movie about the life of Britney 
Spears, the advertisement may work in the movies section of the website, but it may work 
better in the music or celebrity gossip sections, supposing these sections exist within the 
organizations. 
Let Them In 
In his book Convergence Culture: where old and new media collide, Henry 
Jenkins tells of the game fans of Survivor play against the creators. Fans of the show will 
analyze it frame by frame looking for clues that will point to who the winner of the 
season is. They will discuss their findings on community message boards with other fans 
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that are taking other approaches to the same outcome. Some use satellite photos to 
discover where the base camp is and try to visit the surrounding areas to bribe 
information from locals. Fans will debate, reason, and argue about why their techniques 
work and why others do not. The creators of the show are aware of this game the fans call 
“spoiling” and play along by disseminating disinformation to trip up the fans and keep 
them guessing. Sometimes they would put false clues in the show knowing full well that 
there is someone who will pick up on it and pass it along. Sometimes the fans win and 
sometimes the creators win66.  
On the web pages of many popular shows, Television networks have included an 
assortment of extras for their audience base. A market survey of NBC Universal, 
performed by Advertising Age, highlights the various actions NBC has taken to engage 
online viewers. NBC provides the audience with “full-episode video streaming, deleted 
scenes, webisodes, widgets, message boards, blogs, casual gaming with Web-based 
interactive games, mashups, user-generated multimedia content, photo galleries, RSS 
feeds, podcasts, branded microsites and social networks,”45. ABC has launched a series of 
webisodes entitled Seattle Grace: On Call, a spin-off of their popular show Grey’s 
Anatomy46. Grey’s Anatomy creator and executive producer, Shonda Rhimes, explains 
“Our goal with the web series is to expand the ‘Grey’s’ universe by offering a unique 
perspective of the various happenings at Seattle Grace, while paralleling some of the 
same storylines seen on the show,”46. The networks are trying to work with the desire of 
the audience to immerse themselves with the universe of their favorite programs and give 
them more content to do so. By providing webisodes that do not interfere with the 
storyline of the show itself, they do not alienate the audience that does not watch them. 
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Instead it provides those who do take to time to view the webisodes with a greater 
understanding of the universe in which the show exists. The NBC technique not only 
provides a greater understanding of the universe, but also provides the audience with a 
place to share their perspectives of it as well as fan contributions through user-generated 
content. This helps to connect the audience to a community on the show’s website thus 
maintaining its web traffic instead of letting it disperse into other online communities. 
David Domingo, professor from the Universitat Rovira i Virgili, highlights ways 
newsrooms have tried to capitalize on the desire of the audience to participate in the 
media they consume, though he feels these techniques are false hopes. Some of the 
techniques he explores include content customization, audience feedback, citizens’ 
debate, and citizen journalism47. With content customization users can filter content 
based upon what they are interested in instead of being bombarded with a potpourri of 
information that they do not deem as important. Audience feedback can directly 
communicate with a news organization, much like letters to the editor, except timelier. 
Citizens’ debate can include forums, a section for users to comment on specific articles, 
or any other way in which a user can share and discuss their interpretation of the content. 
Citizen journalism provides an avenue for users to share their contribution to the 
community. All of these techniques can be used to help users feel like they are 
participating with the medium. 
With the rise of the Internet has come the democratization of media39 40. For news 
this means that the audience has a choice. “Our users have already heard about the big 
stories at the TV newscasts, and they know more and more how to search what they want 
on the Internet. I guess this is more democratic. You will continue providing them a 
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professional choice of relevant news, but they now have the chance of looking for what 
interests them,”47. The audience can look for their own news instead of accepting the 
news that is given to them. The news organization cannot participate in the practice of 
displaying news based upon what generates the greatest profit. Instead the news creators 
have to listen to their audience more then ever or else risk losing them to other online 
sources that are more direct to the interest of the user.  
The audience being more in control of the news that they can consume has created 
another loop in the online democratic process of media, that of participation. “The public 
availability of reporters’ email addresses on news websites, next to their news stories, 
turns readers and viewers into commentators, critics and collaborators,”47. This online 
participation has also translated into entertainment as well. “The Internet has empowered 
fans, turning the once fixed relationship between creators and their audience into a real-
time dialogue, and sometimes even collaboration. Fans' reactions now come in many 
forms—from fan fiction to user-generated mash-ups to spoof ads and websites,”48. The 
audience is now finding ways to join the conversation about their favorite shows and 
even become part of them. The system in which media is processed is no longer 
hegemonic as the consumer base is finding ways to influence what they see more and 
more. If they can’t directly affect the content then they will create content based on the 
world that the content is a part of. This new democratic media society is giving rise to a 
new audience culture, participation culture. 
One very popular fan site, for the ABC show Lost, is Lostpedia.com. “On 
Lostpedia, for example, each episode and narrative element has its own wiki-
page…Characters have their own individual pages, as do situations, themes, motifs, and 
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other story information,”49. This isn’t a website maintained by the creators of the show, it 
isn’t associated with ABC in anyway. This site was created and maintained by fans that 
really wanted to share and discuss their ideas. In order to prevent others from being 
confused by their theories and ideas, the fans create pages to summarize episodes and to 
document every ordeal each character has gone through. Fans document everything about 
and around the show. “Thus, wikis are providing a new type of technology that helps fans 
construct community through narrative, and becomes an important topic of study in an 
era of participatory culture,”49. The Internet is full of said technologies for fans of a form 
of media to feel like they are contributing to the content. 
Another cultural phenomenon that represents how consumers want to participate 
in the culture of their favorite media is Anime, the label for Japanese animation, Music 
Videos (AMVs). Animemusicvideos.org is a community whose members come together 
to share videos they have created with a song being the underlying track to snippets from 
various Animes providing the visual. The site considers itself to be a place “where people 
who enjoy and create anime music videos can get together, share ideas, learn from one 
another, and ultimately have everyone creating and enjoying better videos,”50. This 
community of people has the same desire, to take some of their favorite, already existing 
content, and transform it into content that they consider to be their own. There is no 
monetary gain for them from this practice, but instead credibility within this community. 
They discuss how they make their videos with one another including the various software 
packages they use to help others who want to participate but do not know where to begin.  
It is no longer enough for fans to simply receive their media; there is a need to 
dissect it, share it, contort it, and ultimately participate with it. As Jenkins states, “Not 
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every media consumer interacts with a virtual community yet; some simply discuss what 
they see with friends, family members and workmates. But few watch television in total 
silence and isolation”66. Though fictional settings, examples of how this has always been 
true can be seen in the show Mad Men, where the characters are consistently discussing 
what they have seen on television, and in the movie Oh Brother, Where Art Thou?, which 
delves heavily into the impact of the commercial radio on Americana in the 1920s. 
People have always discussed their media, but the democratization of the media that the 
Internet has brought has changed the game. The water cooler where media were 
discussed has become much larger and resembles that of a gladiatorial arena more so than 
a water cooler. People want to jump in and join the fray. Spoiling, AMVs, wikis, and 
even the countless additives that the networks add to a show’s website demonstrates the 
want of the audience to expand the universe of the show and even contribute to it. The 
audience participates in virtual forums, chat rooms, and creates fan pages and even their 
own art based upon their favorite media. Media are no longer a one way street where a 
media company relays information to the audience. Now the audience can relay 
information back, reactions, tips, comments, etc. It is easier now then it ever was for the 
audience to communicate back with a media company. The media company can use this 
to find out what the majority of their audience is really interested in. 
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CHAPTER 3: METHODOLOGY 
 
 
 
Big City Weekly (BCW) is an alternative weekly that focuses on Arts and Culture 
with news feature that are generally longer than that of daily newspapers. It is one of 
three weekly newspapers owned by Big City Publications (BCP), Inc. Its sister 
publications are Big City Sister Weekly (BCSW), which covers news and entertainment 
in another city, and Big City Weekly Jr. (BCWJr), which focuses on news stories, that 
pertain to a specific neighborhood in Big City. Of the three, BCW is the most read and 
the most popular. 
According to the Vice President of BCP, one can find BCW at street corner 
vendors, coffee shops, bars, etc. in numerous locations around Big City, Bucks County, 
Montgomery County, Chester County, Delaware County, and Camden County in New 
Jersey. The vice president says that the paper prints 90,000 copies a week and estimates 
per copy readership of 2.5 people. 
The staff of BCW consists of 25 people. The editorial staff makes up the largest 
portion with 10-11 people. The sales staff contains 8-9 people. The remainder takes on a 
variety of other tasks that are needed to keep the newspaper functioning. Approximately 
30% of its editorial content each week is freelance which has increased since the re-
launch of their website under a new content management system, Clickability. 
The paper was studied from the participant observer position within the web 
production department of BCP and as an intern for BCW’s editorial department. The 
results are based upon observations that were made, conversations held, and questions 
developed for the Vice President, Web Editor, and Webmaster. The Web Editor who was 
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there at the time the questions were developed is no longer there and the position has 
been refocused to help with print product and to re-purpose the print content for the web. 
A lot of the observations made were with the help of conversations with the Tech 
Director who has since resigned as well. 
Q1: What is the percentage of revenue generated from the website? 
 
Q2: Are ad placements varied from paged to page? 
 
Q3: Are pop up ads used? 
 
Q4: Does the site target ads to specific sections of the website? 
 
Q5: Does BCW provide video ads? 
 
Q6: How does BCW use multimedia, to enhance stories or to act as their own entities that 
tell their own story? 
 
Q7 A: How often does a user access the videos on the website? 
 B: How often do they comment? 
 C: How is it tracked? 
 
Q8 A: How are the print ad sales compared to how they were at their highest?  
 B: How about real estate ads? 
 C: How about classifieds? 
 D: When were each at their highest? 
 
Q9 A: What has been done online to compete with Craigslist? 
 B: Has it been successful? 
 
Q10: Has a pay wall ever been discussed?  
 
Q11: Is index prevention (hiding content from search engines) something that BCW 
would consider? 
 
Q12: What are the costs of maintaining the website and the content management system 
(CMS)? 
 
Q13: What are the printing and distribution costs of delivering the print product each 
week? 
 
Q14 A: How does BCW define itself? What niche does it try to fill? 
 B: What purpose do their news stories try to serve? 
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 C: What does BCW provide for Big City readers that another source does not 
accommodate? 
 
Q15 A: Does BCW subscribe to any services that allow them to pull stories from other 
sources? 
 B: What are the costs to do so? 
 
Q16 A: Can BCW pull stories from either of its sister papers in print and/or online? 
 B: Can any of its sister papers do the same from them? 
 C: Do the papers have to compensate one another? 
 
Q17 A: How does content change from print to online? 
 B: What features were added for the website? 
 C: Does BCW have rolling deadlines? 
 
Q18 A: How are misprints handled in the paper? 
 B: How are misprints handled online? 
 
Q19: In what ways does BCW promote public discussion of stories and/or allow the feel 
like they can join the conversation or participate with the story in print and online? 
 
Q20: How available to the public are the writers and reporters? 
 
Q21: In what ways does BCW allow the user to filter content based upon his or her own 
interests? 
 
Q22: Is BCW receptive of Citizen Journalism? 
 
Q23: How does BCW use the blogs? 
 
Q24: When redesigning the website, what factors were considered when developing the 
layout? 
 
Q25: Does the website include auto-starting multimedia? 
 
Q26 A: What is the general consensus on what the product is, the paper or the content? 
 B: What is the editorial attitude toward the online product? 
 
Q27: What other avenues of distribution are being considered? 
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CHAPTER 4: FINDINGS 
 
 
 
RQ 1: How has the establishment of bigcityweekly.com changed the content and the 
functions of the content for BCW? 
BCW considers itself to be a local source for alternative news, real estate, arts and 
culture coverage, and their news coverage to be “alternative, probing journalism” that is 
longer in form than dailies. By that definition it seeks the same niche that the other 
aforementioned weeklies strive to reach. BCW focuses their resources on ensuring the 
bulk of the editorial is dedicated to arts and culture, for example food, drinks, music, 
film, stage, art, style, and on occasion there is a section on books. Their news features 
may often take a leftist slant, for example the cover story for the February 3rd, 2010 issue 
titled Tea Party Crasher, which is about a self-proclaimed “Huffington Post -reading, 
NPR-listening, latte-sipping media type,” the pinnacles of modern leftist stereotypes, who 
sat in on a Tea Party Movement meeting and spends most of the article trashing the 
movement, Republicans, and Fox News, the typical discrepancies modern leftists hold 
against current politics53. An alternative weekly taking a leftist slant is nothing to be 
ashamed of. As stated in Alternative Weeklies Growing Up, it is quite common for them 
to do so18. 
BCW’s arts and culture coverage is often focused on Big City. Generally the art 
stories are about a local artist, art gallery exhibit, or coverage of an upcoming or previous 
First Friday; a once a month event where the city’s art galleries, mainstream and 
alternative, open their doors to the public. The film section is the least likely to have a 
local story in it, as it is usually a review of a movie that is soon to be released, though one 
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may find a story about a local filmmaker taking charge on a new film, a Big City premier, 
or coverage of the Big City Film Festival. The music feature often enough takes on a 
non-local topic, but the subsidiary sections generally follow a local artist or an artist that 
is coming to Big City in the next week.  
Overall, the coverage in the print product has not been severely changed by the 
web product. User submitted content in the events listing and classifieds, for example, 
has made it easier to gather listings content as has the third party content providers. The 
biggest impact that the website has had on the paper is the extra content options. Some of 
it never leaves the website, but it gives the print more options for inclusion. 
RQ2: What is the advertising revenue generated from BCW’s print and online edition? 
The web ads for BCW only account for 3% of the total revenue for BCW. 
According to Big City Publications, Inc’s Vice President, BCW’s advertising revenue 
peaked in 2006. Their biggest drop in advertising came two years ago in 2008, after what 
he considers to be the Craigslist effect which he said was approximately four to five years 
ago. The collapse of the housing market and the economic crisis were the major 
contributors to the decrease in ad sales. These national issues caused the classified and 
real estate ads to plummet 30%, real estate being the ads that took the most drastic drop, 
closer to 40%. Since then the real estate and classifieds sales have been fairly stagnate. 
Their print ad sales have seen a slight decrease and their web ad sales have increased 
each year. Due to the web ads generating only 3% of BCW’s revenue, the increase isn’t 
enough to offset the decrease in ad sales elsewhere. 
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RQ3: What are the costs to BCW to print their product vs to produce it digitally? 
BCW spends $800,000 annually on the production and distribution of their 
weekly paper. The maintenance of their website and their CMS is $125,000 a year, which 
is run by Clickability. Their website is 73% cheaper than the paper. As mentioned, the 
paper is free. Since their paper is already free and the website is cheaper to distribute than 
the paper, BCW does not see a reason to create a pay wall. 
RQ4: What is being done at BCW to stifle the ‘Craigslist Effect’? 
To compete against Craiglist 
BCW has invested in a third party 
classifieds service called Kaango. 
After speaking to Kaango they 
admitted that there is no easy 
breakdown of costs to place an ad 
on their system. The table 
represents the costs to a user who buys a Kaango ad from Kaango as compared to from 
BCW. Kaango provides different pricing tiers for private owners and commercial owners, 
while BCW does not distinguish between the two. BCW, unlike Seven Days and 
Metropaper, does not provide customers with a free, web-only option. According to the 
Webmaster, Kaango has been moderately successful at offsetting the Craigslist effect. 
RQ5: How does BCW approach the notion of a pay wall to recoup the loss in advertising 
revenue? 
BCW’s website is not in favor of a pay wall and nor will it be. Also, unlike 
Murdoch’s papers, it will not prevent the website from index prevention. They actually 
Table 3.1: Kaango Ad Cost Breakdown 
 Kaango Private 
Kaango 
Commercial BCW* 
Base Free $12 $29 
Photos 3 1 1 
Each Add’l $.25 $.50 $1 
Priority $6 $10 Free 
Bold and 
Highlighted $2 $5 $5 
Featured $12.50 $20 $10 
Print 
Insertion - - Included 
*BCW charges $3 per day to extend an ads display beyond one week 
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require the Web Editor to practice the ideal SEO standards when re-purposing content for 
the web, which would be the opposite of preventing search engines from finding an 
article by making the article easier to find for a search engine. According to the 
Webmaster, BCW feels that since it is a free newspaper in print it would be 
counterintuitive to place its web content behind a paywall. If the populace can pick up a 
copy of the paper for free it wouldn’t make sense for them to have to pay for the same 
content online. 
RQ6: What is BCW doing to improve their online advertising for their advertisers? 
According to the Webmaster ads can be set to target specific sections of the 
website. Their placements somewhat vary from page to page but generally follow 
Internet Advertising Board’s (IAB) standards. In 2002, the IAB’s Ad Sizes Task Force a 
set size for each as well as recommended file sizes and animation lengths 51. The Ad 
Sizes Working Group meets bi-annually to discuss new sizes and standards, all of which 
are voluntary 52. Of the four types of advertisements that the Internet Advertising Board’s 
(IAB) considers to be the Universal Ad Package, BCW uses three, which are the 
leaderboard, wide skyscraper, and medium rectangle placements. The recommended 
requirements include, measured by pixels in a width by height format, and are 728 by 90 
for leaderboard ads, 160 by 600 for wide skyscraper, and 300 by 250 for rectangle ads. 
They also suggest that the initial download file weight of the ad does not exceed 40 
kilobytes with an animation length of 15 seconds, though animations can loop 51. BCW 
does not use pop up ads. 
They use Video CDN to track viewership analytics and viewers seldom comment. 
Video ads are sold and attached to the beginning of video clips as pre-rolls.  
40 
 
RQ7: What is being done by BCW to create their website’s identity beyond that of 
supporting the print product? 
The content of BCW is generally designed for print first then re-purposed for the 
web, so there is a difference between the two platforms. Previously the web department 
had to export the files that were going to the printer from InDesign to XML, then from 
XML to HTML, and finally copy the resultant code into the content management system. 
With Clickability, the web department exports the InDesign files to XML and the upload 
the resultant code to the FTP server and let Clickability handle the rest. Once the web 
department had the print product loaded into the CMS, it was the web editor’s duty to re-
focus the content for the web by adding links, video if applicable, re-titling the article to 
be more SEO friendly, and other SEO tactics. On the website they extend their usual arts 
and culture coverage by including a happy hour guide, which one can download for free 
as an iPhone application, as well as an events database, which is exported for the use of 
the print product to show events for the upcoming week. Other additions to the website 
that can’t be found in print include some old content that is updated/re-purposed, food & 
drink guide, real estate listings & open house directory, as well as daily blog content. 
Though there is some new content daily, the bulk of their original web content is 
published late on Tuesday in preparation for the Wednesday release of the paper. If there 
is a misprint on the website, corrections are made as soon as they are noticed. If the 
misprint is in the paper they write up an apology and the correction in the “Letters” 
section of the next edition.  
The web editor procures web only content and ensures it will be represented in the 
print product by mentioning online only web articles in the table of contents. A few staff 
writers also create the videos, photo galleries, and other multimedia elements that are 
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found on the site. BCW’s multimedia can be accessed through their multimedia section, 
within articles, and within events listings. The multimedia, videos, photo galleries, etc. 
available on the BCW website can act to support an article or standalone as are their own 
entities.  
BCW’s typical coverage is extended online beyond that of the print product. 
Articles that may have been cut from the print product are included as well as an 
extended number of web listings, such as events and classifieds. To help extend their 
coverage, like the Minneapolis Star Tribune, BCW subscribes to two services to provide 
content that is not their own. These services include a movie times service and the Inman 
Real Estate news feed, which costs $100/year, much less expensive than hiring a real 
estate reporter. They are also involved with some content sharing between its two sister 
papers. No money is exchanged in these transactions, only credits and links. 
RQ7: Has the online presence of BCW changed the paper’s coverage? If so, how? 
Their online presence helped extend the coverage of BCW’s product. Content 
from the third party services that BCW subscribes to online are included in the print 
product as well at times. This also goes for content from one of BCW’s sister media 
companies. The additional capabilities of gaining content for the online presence has 
spilled over into the print product as the print has seen some of the additional benefits 
that were invested in for the website. 
RQ9: What were the driving forces behind the design of BCW’s website? 
At the time BCW switched to Clickability as their CMS, the website was designed 
by a third party design firm. BCP’s management team directed the design based upon the 
needs of editorial and advertising placements. The front page of The BCW website takes 
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on a two-column format with a header and a footer. In simple terms this means there is a 
solid header that runs the length of the page at the top, two columns for content, and a 
footer that runs the width of the page at the bottom. The left column is designated for 
stories. At the top are “featured stories” in a rotating box. As you scroll down the page 
the stories are ranked by what the editorial staff considers to be of lesser interest to the 
public. The screen real estate the links consume becomes less and less until there is a 
simple list of remaining stories that are in the week’s issue. The right column has 
significantly less order in its structure than the left. There are times when a third column 
breaks off of it and times where it is whole again. One can find upcoming events, 
multimedia (video, photo galleries, etc.), an all-time top articles list, this week’s print 
product’s cover, and links to the blogs, all of which share their space with ad-placements. 
Auto-starting multimedia will not be found on the website. An example can be found in 
the appendix. 
From page to page, the ad-placements, other than the leaderboard that always 
remains in the header, are intermittently dispersed throughout the right column. They 
never venture into the left-column, leaving the content undisturbed for the user. When 
asked if the ad-placements are static, the Webmaster said, “Somewhat,” and 
understandably so. They never leave the confines of the right column, but their placement 
in the right column change from page to page, as well as what additional content are 
mixed in with. On the front page and the landing pages (section and subsection pages), 
the right column content is standard, just placed differently. The individual stories 
however are accompanied by content related to the article. 
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RQ10: How does BCW encourage users to participate and allow correspondence with 
the audience? 
The “Letters” section also serves to allow users to participate in the discussion in 
print. According to BCW, many of the letters are mailed, e-mailed, or pulled directly 
from the website, as many often are identified by the “via Big Cityweekly.com” label 
after the writer’s name. At the bottom of every story there is a comments section where 
users are encouraged to express their views on the article and discuss. Often the authors 
will participate in the online discussion. The audience can be in direct contact with the 
editorial staff as their e-mail addresses are readily available online. BCW also gives users 
the ability to filter the news that they want to read through the use of section based RSS 
and e-mail newsletters. Their various newsletters had 21,040 unique subscribers in June 
2010. There are a variety of blogs for users who are seeking more from the sections that 
BCW covers. Here they can get writer perspectives and more information that BCW 
doesn’t necessarily cover, thus expanding the coverage environment. The blogs act as 
standalone products that are separate from the website and the paper, though linked to 
and carried on the website. BCW accepts some user-generated content online; though 
they aren’t completely receptive to it, they also aren’t closed off to user-generated 
content. 
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CHAPTER 5: CONCLUSION 
 
 
 
 
In the July of 2005 Hurricane Dennis ravaged through Alabama. One family 
decided to hide from the storm in their cotton gin, which left them stranded 30 feet 
underground54. They still were able to keep up to date with the status of the storm and the 
town in which they dwelled without their television or radio. It was possible for them to 
accomplish this feat with the use of their cell phone, the Internet, and a relative who lived 
in Tennessee54. The relative would keep up to date with the web sites of the local stations 
in Alabama. When there were any changes to the storm or the forecast she would call the 
family54. The Internet has made information easier to gather and much more accessible 
than the previous ‘push’ relationship the audience had with their TV and radios. Isn’t it 
the role of the news to keep the public informed in the most reliable and accessible way 
possible? 
Accessibility plays a very important role for online news sources. For the in-depth 
local news coverage, people turn to their local news organizations. However, the local 
news sources are hindered by the proximity in which they can be received. Under normal 
circumstances proximity isn’t something that needs to be improved by the local news 
organizations, as for example; the in-depth coverage of a storm hitting Alabama that will 
not affect Tennessee doesn’t need to reach Tennessee. It is highly likely that there is more 
pertinent news and events for the populace of Tennessee to be made aware of from within 
their own state instead of that of Alabama. However, there are extreme occurrences in 
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which a person is outside the radius of his or her own local news source that demand the 
information only that news source can provide. For example, a father who may be 
stationed in Afghanistan would want to keep tabs on how his family and hometown are 
faring. It is important for this man to have access to his local news source. In terms of 
BCW, there is very little need for anyone outside of their proximity of southeastern 
Pennsylvania and southwestern New Jersey to know about Big City Fringe Festival 
events. However, that little need does exist; for example a New Yorker who is 
considering a visit to Big City and wants to see what there is to do that weekend, or a Big 
City resident who is out of town and wants to see what he is in store for upon returning. 
BCW in putting its content online extends their proximity. While their print product is 
limited to a few select counties that surround Big City, their website is readily available 
for anyone, anywhere, and at anytime. 
And that is where Robert Haiman missed the point when he declared better 
marketing for the journalistic product doesn’t equate to better journalism? New ways for 
distributing content equates to more ways in which the product can be accessed. He later 
explains that the “single most important imperative of journalism [is] to create an 
informed society capable of intelligently governing itself” 13. It seems interesting that 
Haiman is quick to discredit the positives in better marketing for journalism. Though he 
doesn’t ever say that better marketing for journalism is a bad thing, he discusses how the 
negatives of convergence outweigh the positives, especially if better marketing is the 
positive. People having the ability to access the journalistic product through their mobile 
device, through a broadband connection, from their gaming system, by picking up a 
newspaper, watching television, or by listening to the radio is a positive for journalism. 
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Whereas BCW was once only available in print, as noted earlier, now people can access 
it whenever they want so as long as they have access to the internet. A worldwide 
audience is great for the journalistic product as it means it can inform a greater number of 
people. There are more avenues for the audience to go down that lead them to the 
content. If the single most important imperative is to equip the public with the knowledge 
that they need to make informed decisions and participate in democracy, then creating 
more ways and making it easier to access the information that they need to equip 
themselves certainly is something that journalists should be celebrating. Nobody has an 
excuse other than their own self-ignorance to not be aware of the world around them 
when they can access the news from anywhere at anytime. It is true that it doesn’t make 
the journalism better and the speed in which stories are expected to break may even 
diminish the quality and accuracy of stories, but the potential for informing as many 
people as once has increased exponentially. Anybody who can get online is a potential 
member of the audience. Faster, more accessible, cheaper, and the democratization of 
media may not make journalism any better, but it may increase the effect a story has on 
the consumer. Though it doesn’t improve journalism, it does help it to achieve such an 
informed society, thus in the end achieving the goal of journalism. 
Robert Haiman’s Amphicar analogy takes the assumption that every newspaper is 
also going to become a television station and every television station will also become a 
newspaper. My experience with BCW begs to differ. While a video intern with the 
editorial, department I covered six stories and created nine videos. I appeared in none of 
them and my voice was only in three of them. BCW is an example of a text-focused 
newsroom that includes a video element, which contradicts the assumption that every 
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print focused newsroom is going to have dual focuses. Not all of the editorial staff shoot 
videos, only a few. Even so, there are ways to create video stories without ever needing 
to be or talk on camera. Though there are newspapers that are combining newsrooms and 
forces with television stations55 56, this isn’t an industry wide occurrence. Though in the 
future newsrooms where a newspaper and a television station were integrated may pass 
up the great print reporters that Haiman is concerned about, the print-focused newsrooms 
that look at video as an added bonus will more than likely take them. These audio and 
video undesirables that can “report like a buzz saw”13 still have a haven, as print-focused 
newsrooms will still exist. 
Printing stories at wire service haste will be a need for the online newsroom. The 
delayed response by traditional media companies during the Tehran riots showed the 
limitations of traditional media. However, as the winner of the coverage war for the first 
day of rioting, Twitter, is an un-aggregated source of information, its credibility is shaky 
at best. In March 2010 rumors that French president Nicolas Sarkozy was having an 
affair spread through France. Even as late as July when I was in France, almost every 
French citizen I spoke to, the affair happened to come up during the course of the 
conversation. The only problem with this is the rumor was a hoax. A trainee journalist for 
the magazine L’Express started the rumor on Twitter to test the gullibility of media57. He 
succeeded in starting a wildfire. This is one of many Twitter hoaxes that spread across the 
Internet like a plague. Though Twitter proved the limitations of traditional media in the 
Tehran example, this Sarkozy examples shows that Twitter is not a competitor. One is not 
expected to beat Twitter to the punch on every topic; especially considering the topic may 
be a hoax. 
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Twitter should not be considered a viable news source. Instead it, as well as 
similar websites, should be seen as a tool for media companies to track what the general 
public is discussing in real-time and a place to find hints on what to cover. Let’s say the 
reign of The Beatles was actually 40 years later and their rooftop concert from atop of 
Savile Row Apple58 was actually in Big City and not London, so instead of London, 
1969, it is Big City, 2009. The Twitter stream would ignite with tweets of Big City 
residents commenting on the fact that the biggest rock group of the time, of all-time, is 
currently playing a concert from a rooftop, unannounced. Imagine the tweets, “Wow! 
Stepped out for lunch to find The Beatles playing on the roof across the street!” If the 
staff of BCW was inside their office, unaware of the concert, Twitter is their connection 
to these unannounced events (though if an event like that example were to happen I am 
sure at least someone in the office would be getting a phone call). Regardless, if 
something pertaining to Big City is trending on Twitter, BCW should be sending 
someone to cover it, to find out the facts, and to post something online as soon as 
possible.  
The Sarkozy example also shines light on a truth about Twitter; Twitter is a 
source for leads not a source for stories.  The French media picked up the story and ran 
with it, thus exacerbating the problem57. The media companies were so worried about 
being beat by Twitter, note the criticisms of CNN mentioned earlier, that they failed to 
properly investigate the rumor. If Twitter picks up a big story before the major news 
networks the major news networks need to investigate before reporting on it. Let Twitter 
have its fun with the story and until the media company can confirm or deny it. It is the 
role of news sources to eliminate hearsay from the story. Services such as Twitter are not 
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reliable news sources. However, the public will expect to find the true, detailed story 
from a source that ought to be reliable. With that said, the media industry needs to take 
captive stories found on such websites before relaying false information. As with the 
Sarkozy example above, the media industry needs to be less believing of services such as 
Twitter and journalists need to be the final wall between rumor and fact. Running with 
The Beatles example again, if Twitter exploded in Tweets about The Beatles playing on a 
roof in Big City, BCW shouldn’t be running a story about The Beatles playing on said 
roof without investigating first. It is only after they’ve sought the facts themselves that 
the story should run. 
Unfortunately the haste which online media requires is going to lead to greater 
human error, as Wasserman points out. It will cause news organizations to scramble to 
get a story up as quick as possible, thus a greater possibility of mistakes. In Groping for 
Ethics in Journalism Ron F. Smith recounts a story that called into doubt the credibility 
of a school administrator who was quoted as saying things she did not say. Donna 
Ferrara-Kerr was a sexual harassment officer for the University of Calgary. When the 
Calgary Herald broke a story about two students who passed around an offensive sexist 
note in class they quoted her as saying the note-taking incident “is a situation for an 
apology and a night at the bar rather than a formal investigation,” as well other quotes 
that suggested she slandered the University in which she worked. When she called to 
complain the reporter instantly admitted to attributing her to someone else’s quotes. The 
paper printed a correction the next day59. Though a newspaper can follow up with a 
correction, the material has still been printed and the damage is done. 
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But therein lies some of the beauty of online media. Though stories will be posted 
with wire service haste, so will corrections. As mentioned, as soon as BCW is aware of a 
mistake or a misprint, the article is changed to account for the correction. These errors 
can be fixed with relative ease, in comparison to print. As noted with the Calgary Herald 
and confirmed with BCW, corrections for print are generally print corrections in the next 
issue. If the newspaper is a daily then the correction will be out by the very next day, 
however the mistake still exists in any copies of the paper that anyone has held on to, 
compared to online where once the correction is made there is no public trace to the 
mistake. If the paper is a weekly, like BCW, then it could only update the story once a 
week and by the time the next week rolls around the story could be dated and out of the 
minds of the audience leading to those who did find out about the story through the paper 
to not acquire all of the pertinent information. Though Wasserman points to the shakier 
credibility media companies face when printing at wire service haste, he neglects that 
corrections can be made with the same speed. 
News is a dynamic entity that is always changing and always happening. New 
media has the capabilities to keep up with it and is only limited by how quickly 
journalists can report on it. Deadlines can no longer be by a certain time of the day; they 
should be variable.  
“Daily journalists need to embrace the 24-hour news cycle, with continuous 
deadlines. And the story needs to be reported and produced for a multi-platform 
audience. That may mean delivering content first to the web and cell phones, a 
streaming video broadcast later in the day, a TV talk-back interview still later, and 
a ‘second day’ interpretive story for the next morning’s newspaper.”75 
 
As soon as the story is done it should be published. News is a 24-hour process and 
reporting needs to keep up. Once the story is published one can worry about how it will 
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translate to other platforms. This isn’t to say that the web is the most important platform, 
but it is the fastest and needs to be treated like the fastest. Each platform happens to have 
particular needs, like writing for broadcast one needs to spell out pronunciations and 
newspapers generally use headlines that will catch the reader’s attention, the web needs 
speed. At BCW some new content is added each day, more often than not from the blogs. 
Most of the content is added on Tuesday to compensate for the deadline. BCW should be 
spreading out their published content across the week. Tuesday, deadline day, should be 
section editors and the editor sitting down and sifting out the most popular and most 
pertinent stories to go out into the print edition. If BCW wants to keep users coming back 
to the website day after day, they need new content everyday. By saving the bulk of the 
content for deadline day the audience knows they only have to comeback once a week. 
BCW has to give them a reason to comeback everyday and not if from their audience 
without said reason. This will help improve web traffic thus web ad value. The more 
often a website gets its visitors to return, the website’s metrics go up resulting in more 
revenue. 
Previous advertising yields are null and void; this is a new era with new obstacles 
and a new distribution formula. To repeat Edward Roussel, online advertising may never 
match that of the cash cow era of newspapers22; media companies cannot afford to wait 
around for it to do so. This is a new platform, a new animal, with different rule of 
engagement. While the old dog loved fetching the audience, this one wants you to fetch. 
At BCW the online advertising accounts for 3% of its revenue, which is better than the 
previously praised Seven Days whose website generates 2.5% of its revenue18. However, 
both are growing. At BCW, that is more than what the print ads can say, which are down 
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30%. Investing in print sales isn’t preparing for the future and is not longer enough to 
support media companies21, but the future isn’t secure enough to maintain a company. 
BCW is handling it well. Their advertising staff is taught to sell relationships and 
not ads. With the philosophy of building relationships and understanding the company 
that they are communicating with, they can come off as understanding the company’s 
advertising needs. There is no one person dedicated to selling web ads, as everyone is 
responsible for both. This answers the debate of what to focus on, improving the profits 
of the declining moneymaker or the increasing small margin. It also shows that the sales 
staff doesn’t distinguish the paper and the online as two different products. 
Craigslist is giving away for free what newspapers once charged for. It allows for 
free classified ad postings and only charges $25 for job listings in some cities. Media 
companies now have to compete with free adspace. Both Seven Days and BCW’s direct 
market competitor Metropaper offer free online advertising services and charge for extras 
like extra photos, preferential listings, and print placement. For Seven Days this has 
translated into climbing advertising yields of 10% to 20% each year18 where BCW has 
seen a decrease of 30% since 2006. BCW charges $29, this includes print placement. 
Their fee is $4 more than Craigslist’s fee for job listings in Big City, which isn’t bad as it 
offers multi-platform advertising. However, while the Kaango service does provide it, 
BCW does not provide an online-only advertising scheme. This is a poor way of 
competing with Craigslist. They need to compete with free online only ads in a similar 
manner that Seven Days and Metropaper are. Kaango does provide the capability and 
BCW needs to utilize this. Draw people in with the free ads and profit from them with the 
extras. 
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New distribution formats may not generate the same ad revenue that the previous 
distribution methods do and may never will, but the new distribution methods are cheaper 
to maintain. Looking again at the New York Times, they spend nearly ¾ of a billion 
dollars a year on the printing and distribution of print16 17 whereas if they bought each of 
their 830,000 readers who have been subscribed for the past two years a Kindle it’d cost 
$297 million17. Not to say the New York Times should enact on this as it’d cut out 
advertising revenue and limit who can read the content each day, but it is an observation 
as to how cheap digital distribution is in comparison to previous distribution methods. 
BCW spends $800,000 a year on distributing the paper and $125,000 a year on 
maintaining their website and CMS. The website may not be generating the same 
advertising yields and it may never do so, but it also does not generate the same costs. 
The costs are 73% less than the print, though it is fair to say that in order to operate at a 
healthy level it shouldn’t generate revenue that is 73% less as there are many more costs 
that go into a media company. 
Establishing a pay wall to make up for undesirable revenue returns from a website 
is a poor and shortsighted way of compensating losses as it disengages casual readers. 
The Wall Street Journal can get away with this technique as they utilize techniques 
established by Alan Murray. They offer some free content71 as well as a business-focused 
niche. The Wall Street Journal’s website has maintained over a million subscribers61. 
These however are the loyalists who come to the paper for their unique content. 
Murdoch’s plan works against him two-fold when it comes to the casual reader that looks 
up stories as they hear them. It dissuades the casual reader from exploring stories on the 
site and prevents traffic from search engines. Anytime a user goes to a search engine like 
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Google or Yahoo with the intentions of searching for validity behind a story that he or 
she heard from someone else, the search engine will not display links to any of News 
Corps’ newspapers. If the story was first broken by a News Corp newspaper but was then 
picked up by another source, another news source or a blogger, then the search engine 
will direct users to links to those other sources. Alan Murray says, 
“If it’s a big news story, if we report a takeover and — we could hold that behind 
the pay wall, but if we do, BusinessWeek or someone else will simply write a 
story saying ‘The Wall Street Journal is reporting x,’ and they’ll get all the traffic. 
Why would we do that?”70 
 
As pointed out earlier, the New York Times produces twenty times the web traffic that the 
Wall Street Journal does61. It may be an indication of popularity, but also is part due to 
these casual readers deciding if one site is going to make them pay for information, then 
they will simply reroute to one that will not. With a drop in traffic comes a drop in page 
views for ads, which causes a drop in advertising revenue. It is also important to note that 
the New York Times announced they will go behind a pay wall as well62. On a comment 
thread the New York Times set up for users to discuss this decision, many loyalists 
applauded this decision however others expressed their potential of leaving their website. 
Paul Farhi refers to these casual readers as freeloaders26. 
Calling these casual readers “freeloaders” makes the assumption that these users 
are not paying a cent to view this content. A newspaper may not be receiving 
compensation from these readers for its online distribution, but online readers are paying 
an average of $35-$50 a month63 for their connection to the newspaper’s online 
distribution. When those in the news industry want to consider their online audience 
freeloaders, they should keep in mind; these freeloaders are paying someone else to take 
them to the newspaper’s website instead of paying the newspaper to bring it to them. It is 
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a new distribution model, one in which the media organizations are not in control of, 
unless they own an Internet service provider. But the other edge of this sword is they 
aren’t fronting the major costs of the distribution like they are in traditional distribution 
forms. 
Sites that are going behind a pay wall are going to have to find a way to compete 
with free. Unless the content is specialized to a particular topic there will always be a free 
equivalent that may not offer the same quality journalism, but will contain the same 
pertinent information for casual readers who are more concerned about the information 
than the quality. What once distinguished newspapers from their free competitor’s was 
their in-depth investigative pieces29. But as pointed out by Allison Bass, their 
investigative pieces scarcely litter their pages now29. She also pointed to a few free blogs 
that were performing noteworthy investigations. Now the free blog competitors, the same 
ones that media companies have to compete with, have taken the mantle of in-depth, 
investigative pieces. 
Fahri also claims, “If there were truly no other place on the Web for readers to get 
the valuable information that daily newspapers provide exclusively each day—local news 
and photos, enterprise reporting, columnists, ads from local businesses, etc.—advertising 
dollars would have to follow,”26. This is true. If the newspaper was the only place to get 
the news then people would be forced back into the subscription and newsstand markets 
if they wanted to stay informed. They would have nobody else to turn to. But this is a 
doomed model from both a consumer point of view as well as an industry point of view. 
The idea of charging more for an online subscription than a paper subscription, if 
one even has an online presence is actually quite counterintuitive. Distributing one’s 
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content online is exponentially cheaper so why should the content cost more. Yet, as one 
blogger, current CEO of GrowsthSpur, previous editor of Philly.com, and co-founder of 
WashingtonPost.com, Mark Potts, attests to, the Wall Street Journal does just that71. 
According to him their online subscription comes to $155 a year71 while its print 
subscription which comes with free access to the site is $99 per year71. If a user wants to 
save the Wall Street Journal money on distribution, then the user has to pay more. 
Otherwise he or she has to waste resources he or she doesn’t want to in order to save over 
$50 a year on a Wall Street Journal access. This caused the blogger to state, “Well, I 
ditched my WSJ.com subscription last month, after almost 15 years ... Why? At $155 a 
year, it was just too expensive—even as a business-expense writeoff, which btw is a 
major reason why WSJ.com is an outlier in the online-subscription argument” 71. 
Getting everyone in the news industry to go behind a pay wall or to go back to 
their previous medium if applicable is an improbable feat. The Los Angeles Times has no 
intentions of going behind a paywall64, BCW is a free print newspaper and feels that a 
pay wall is counterintuitive to their business model, other free newspapers probably feel 
the same way, there are a plethora of free blogs that are making ripples in the news 
world, and as Fahri points out “anyone can be a news publisher”26. That means getting 
every source of news, every TV station, radio station, newspaper, free newspaper, 
blogger, and news aggregator to go behind a pay way, otherwise people can find news 
online for free. Furthermore, if the entire industry did agree upon this they’d be liable for 
an anti-trust suit as “competitors agreeing to charge more for their product in order to 
make more money is exactly what anti-trust is supposed to prevent”61. So not only is it 
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improbable, but if the industry was able to establish an agreement that everyone will start 
charging for content, then it would be illegal. 
The subscription model does work for the Wall Street Journal though. Their 
revenue is increasing while the New York Times is decreasing. But the 2-3% decrease 
applies to their across the board losses as in their most recent third quarter their digital ad 
revenue rose 14.6%72, despite the announcement of their pay wall. They went with a 
metered strategy for their content72. This strategy allows users to view the content for free 
up to a certain amount of articles, and then they have to start paying. Though this still 
caters to casual readers referred to the site through blogs, social media networks and 
search engines access to specific content72, one anonymous user expressed his dissuasion 
of going to the New York Times’ website for the fear of using his quota and not being able 
to read what he feels to be an “important” story73.  
For film, music, and television their free competitor is piracy and file sharing. 
What can they offer that piracy cannot and that people will find as a greater value than 
paying to access a show? The only real competitive advantage that the networks have 
over piracy is legality, but as seen with Heroes, this has done very little to stop the 
pirates37. Piracy still put up greater numbers for many TV shows than the total TV 
audience for that show. Hulu was designed to help staunch the bleeding of piracy, but 
now it is going behind a paywall for those wishing to get the full Hulu experience38. 
Audience attitude wise, Hulu’s competitor Netflix is in better standing. Through movie 
studios, movie rental stores, and pay-per-view, people have been conditioned to expect to 
pay for movies. Hulu on the other hand is expecting people to pay for something that they 
have been getting for free or have been getting unlimited use of once they paid for a 
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distribution service, cable. Once they had cable, they could opt to pay for premium 
channels like HBO or Showtime, bringing back the point that people will pay for 
premium, unique content, but most of the content was made available to them through the 
cable service. Now they are paying for a different distribution service, internet, so there is 
an attitude of the content should come with it and only the premium, unique content 
should be extra, Netflix can be seen as the HBO of the web for this analogy. As for the 
content that airs on NBC, Fox, and ABC, this content has always been free as long as 
people have had televisions and antennae. Now that people are opting for a computer and 
a modem why are the networks expecting them to be willing to pay for what they once 
got from the networks for free just because it is online now? 
It doesn’t stop there. Piracy is easy so media companies need to make their 
content easy. Piracy allows users to download the entire discography of a musician and 
every episode of a show with one click. It also shows no national borders. I went to 
France when Lost was down to its final few episodes. I wanted to keep up so that my 
friends on Facebook and Twitter didn’t spoil anything for me; and I was a Lost addict. I 
tried to watch the episodes at abc.com and on Hulu.com but neither websites had the 
rights for showing video in France. My only choices were to download a proxy client to 
trick the internet into thinking my IP address is from within the United States, pirate it, or 
wait until my trip was over, which by the time Lost ended was still another two months. 
For most people pirating is the easiest choice. For those who aren’t tech savvy, the idea 
of proxies may seem confusing and overwhelming. For those who are impatient, after 
waiting nine months between the fifth and sixth season and waiting six seasons to see 
how the show ends, waiting another two months when they know they can watch it in a 
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matter of hours, if that, doesn’t seem like a desirable choice. Give these people a better 
choice. If the media website does not have overseas rights, instead of simply saying that 
give the user a legal alternative other than, “Sorry, we can’t help you.” 
CBS, unlike the other networks, is trying their luck with making their content 
completely ad supported. Profits online are possible for media companies as Leo Laporte 
is showing with TWiT.tv, it is even possible to generate revenue that is more than four 
times the site's operating costs. It is important to note that his operation at the time of 
announcing the revenue and costs of TWiT.tv only included seven full-time staff 
members and many news organizations have much larger operational budget, however 
that should translate into a much larger website with more content to advertise on. His 
live video and podcasts of the same shows generate a CPM of $7039. Though radio and 
television ads are more expensive than print ads, online advertising can be lucrative. 
For a media company this means knowing what content it can provide better than 
anyone else or for which it has no competition. Minneapolis Star Tribune knows they 
can’t compete nationally with national behemoths like the New York Times and CNN. As 
for a comparison of competitor’s in the same medium, how do the local television 
stations in Minneapolis feel about competing with CNN.com on national coverage? They 
can’t is the problem. As such they are focusing on the local, while linking to national 
stories from another source. Their niche is the local, Minneapolis and the surrounding 
area, so that is where they concentrate their resources. For the pertinent national news 
stories the Minneapolis Star Tribune uses the stories that come in on their wire service42. 
If they link to national stories that are on CNN or New York Times and act as a news 
aggregator on the national level, the paper can at least convince their audience that they 
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can come to their website and at least be directed to the day’s news. They still get the 
eyeballs before redirecting them to a better source for that particular subject. Using NBC 
as an example, NBC has local O&O’s, affiliates, and have a 24-hour news station, 
MSNBC. The local O&O’s and affiliates could cover local news and politics, while 
MSNBC covers national stories, politics, wars, etc. When the local NBC websites can 
then pull their national news stories from MSNBC and any major story that breaks in one 
of the local markets can be pulled by MSNBC from NBC’s representation in that market. 
The local won’t cover national as well as national and the national won’t cover local as 
well as local.  
If television stations and dailies are covering the local news, what does that mean 
for alternatives and weeklies? Recognizing the strength of the ‘alt weeklies’ would be a 
good place to start. Who were the people who picked them up and why did they? “If you 
wanted punk rock concert info in 1976, you picked up the alt weekly…Counter-culture 
folk in general found a comfortable home in the alt weekly, reveling in leftist columns, 
kinky sex advice and weird news items they couldn't find anywhere else,”18. The 
alternatives and the weeklies started out as the source of information for people who were 
interested in topics that the mainstream media did not cover. Do The New York Post, LA 
Times, Chicago Tribune, Big City Inquire, or the San Francisco Chronicle run Savage 
Love, a column written by Dan Savage giving relationship and “kinky sex advice” in 
quite vivid detail? Using 1976 as an example again, would have any of those papers even 
dreamed of running that column considering the fact that Mr. Savage is a gay man who 
flaunts his sexuality? This looks like a job for alternative weeklies. They were the papers 
that one would turn to find music that the radio didn’t play. They were papers one would 
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pick up if he or she were trying to find an offbeat art gallery. They were the papers where 
one could flip to a column like Savage Love and learned about the latest in sexual kinks. 
Alternative weeklies were the shining example of a medium jockeying to a niche 
audience. 
BCW, much like many alternative weeklies, focuses on the arts and culture of Big 
City. It won’t compete with the Big City Inquirer’s local news stories, but it can focus on 
the stories the daily does not or scarcely covers. It runs Dan Savage’s aforementioned 
column. The paper covers Big City’s counter-culture music, film, and art. Savage Love, 
the movie times, and the real estate section are not their own but services they subscribe 
to. For $100 a year, it would seem like a waste of resources to hire someone to cover real 
estate in Big City. They cover a niche and focus their resources on coverage that they 
can’t find another source. 
The biggest problem for the alternative weeklies was the advent of the internet. 
As Avis states, “Well, now all that info is a few clicks away,”18 Continuing in the same 
article: “Now, a young emo fan is more likely to go to her favorite Web site to get the 
scoop. Not only can she get up-to-the-minute info, but she can probably scalp tickets on 
the site, too”18. The Internet made everything much more accessible. People no longer 
needed to go to a coffee shop or dive bar to pick up an alternative weekly to find 
information on the events of the ‘counter-culture’. Bands could now post their own shows 
for anyone interested in following them. Art studios could now make a website 
highlighting some of the exhibits featured at an upcoming show instead of relying on a 
couple lines of text saying the name of it, where it was, and a phone number. Someone 
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who has grown bored of his or her sex life and looking for advice on how to spice it up 
could go to an online forum, though he or she would be missing out on Dan’s humor. 
The only response that alternative weeklies need to make to the Internet is 
continuing with what they are doing, but for online distribution. “The [Austin] 
Chronicle's site is typical of alt paper sites: It's packed with local news, arts listings, 
restaurant reviews and classified ads. It's a potpourri intended to attract readers away 
from…other niched Web sites and publications”18. The role of the website for an 
alternative weekly is that of being a locus of information that entices the counter-culture. 
It is where one can go to find up-to-the-minute information on a Punk show he or she is 
interested in while at the same time figure out where he or she can find a sculpture of the 
Mona Lisa comprised of bicycle rims and plan out their route for the next First Friday. It 
is a one-stop shop for counter culture, which is exactly what the alternative weeklies 
started out as. In essence, the alternative weeklies, since they were already catering to a 
niche, should maintain the same areas of coverage and extend them. 
That is what BCW did online. They maintained their coverage of arts and culture 
in Big City. Their website extends their food and drink coverage to include a restaurant 
and bar guide as well as a citywide happy hour guide. The aforementioned real estate 
section also comes with a real estate guide. The events listing in the paper showing the 
upcoming concerts, gallery openings, film viewings, etc. is exported form the events 
database on the website, which extends as far back as events are posted. Their website 
acts as a one-stop shop for anything counter-culture in Big City. 
The problem with BCW’s niche is there is direct competitor in the city, another 
Big City alternative newspaper, called Metropaper. This doesn’t necessarily mean that 
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BCW has a bad niche, it just means that are fighting for the same eyes as another entity. 
Though both papers boast that they are the leading weekly newspaper in the region, BCW 
had a circulation of 105,50065 people while Metropaper had a circulation of 94,00065. 
With those numbers it would seem the BCW has the edge. What is important, when a 
company considers a niche, is the understanding of what it does better than any other 
company, putting its greatest efforts into its strengths. Though BCW is filling an 
alternative weekly niche, so is Metropaper. BCW should break down each of the facets 
that give the paper its identity and focus more directly on those that are stronger than 
Metropaper’s equivalents. As stated before, better marketing equates to greater web 
metrics which generates a greater web revenue. This isn’t to suggest giving up on weak 
sections for they are still important for maintaining visitors to the website, keeping 
readers interested in the paper, and delaying or preventing their drift to the competitor. 
That is the point of a niche, to narrow down one’s strengths and attack. If taking a niche 
of a niche, one shouldn’t let go of what has already been narrowed down, but instead shift 
more focus to what one can do better than anyone else. Though BCW is leading in the 
circulation race, it is still quite close and should focus their attack as if they were behind. 
David Domingos feels online participation increasing the exposure of a newsroom 
is a myth, online newsrooms shouldn’t get their hopes up about their draw47. BCW fully 
participates in three of the four myths mentioned. The only one that they don’t participate 
too heavily in is citizen journalism, though they aren’t opposed to it either. 
Users can customize the content they receive from BCW through section based 
RSS feeds and newsletters. They don’t have to come to the site to find their favorite 
information; their favorite information can come to them and bring them to the site. 
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Being able to target these people with stories that they will more than likely be interested 
in is much more valuable than trying to entice them blindly. Whereas the front page may 
contain the major stories from each section, it may be a small article with a few 
paragraphs that catches their eye. By coming to the website, a user may miss these small 
stories and only notice the major ones. By allowing users to sign up for newsletters and 
RSS feeds by the section, or sections, they are most interested in they are able to see 
everything that section has to offer for that week. A user may not care about the major 
film or food feature for the week if he or she is interested in music, but may become 
captivated by the short blurb about an obscure, local band who is playing at a random 
dive bar, a story that newspapers may not be able to justify devoting page space to but 
felt the need to cover in the name of their niche and for those who might be interested. 
Not to mention that their various newsletters go out to 21,040 unique users each week. 
That is 21,040 users that BCW is able to target based upon the interests that these visitors 
have shared.  
Newspapers always had a small scale of audience feedback so as long they’ve had 
a “Letters to the Editor” section. The web has extended audience feedback. As with 
BCW, writers’ email addresses are readily available and letters can be emailed in instead 
of mailed. Users can communicate with those that are the gatekeepers more easily. As 
mentioned, many of the letters in BCW’s “Letters to the Editor” one will find that more 
often than not the letters read, “via BigCityweekly.com” after the writer’s name. This 
observation can suggest that either participation in the discussion of BCW’s content has 
increased due to their website or those who once mailed their participation are opting for 
emailing it. The first suggests that the Internet has increased participation while the later 
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suggests that participation has changed. When analyzing why this is important I am 
reminded of when my mother’s mate wrote into The Courier Post and his letter made its 
way to print. My mother immediately wrote up an email, including the link to his 
published work, to the entire family, extended family, and friends. Everyone he and she 
knew was sent a link to The Courier Post’s website. Anyone who stopped by the house, 
even when they were already sent a link, were handed a copy of the newspaper that he 
and she have decided to save. By allowing this one man to participate in the discussion of 
their news, The Courier Post received an extra thirty sets of eyeballs that they wouldn’t 
have normally had. Maybe most people do not react the way that this writer’s family 
does, but even if one out of every ten do, then that is still an extra three sets for every 
person the paper allows to participate in the news discussion. 
For an example of citizens’ debate, look at the comments sections of the article 
“Big City’s Top 50 Bars” on BCW’s website, which has 53 comments from readers67. 
Some of these comments are complaining that their favorite bar isn’t on the list, some 
recommending others to check out, and some praising what has already been praised. 
Then there is the article, “The Great Unraveling of the Right” where the author of the 
article responds to nearly every comment left by readers68. Citizen debate works its best 
when there are multiple comments that begin to become comments of comments, when 
readers and writers begin to build a debate from each other’s responses. It keeps people 
coming back to see what the others have said. Though these are not unique visitors, they 
are visitors who are not staying on the website longer, which still improves the value of 
ad space. 
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The content is what matters regardless of what form it is in. If it is in print, on the 
web, E-readers, or smartphones, it doesn’t matter because it is the same content. This 
means treat it like the same content and sell it like the same content. Eyeballs aren’t less 
valuable just because they are looking at a different medium. Big City Publications, Inc 
claims that BCW is multi-platform and the sales department sells the content the same 
regardless of platform, as mentioned. But BCW is not multi-platform, they have multiple, 
segmented platforms, paper and web. The editorial department focuses on the print first 
and then the web. This is a telltale sign of a segmented-platform newsroom that has the 
façade of being multi-platform. As a disclaimer, I loved my position and thoroughly 
enjoyed working for BCW. However, in a completely integrated, multi-platform 
newsroom, my position as well as the web editor position, should not have existed, 
especially once BCW moved to the Clickability CMS. With this CMS it was possible for 
me to export online user created content to a file that could be re-purposed and included 
into the print product. With this capability all content should have been going directly 
into the CMS. From there the same editor should have been formatting it for the web and 
the print. The web-ready content should have been posted as soon as it was ready and the 
print-ready content should have been exported and used in the week’s print edition. A 
multi-platform newsroom needs staff members that are multi-platform, not an online 
editor that works under a print editor who takes the guise as head editor. A web editor 
and print editor should not be two different positions. There should be one editor who can 
visualize what a story will look like in print and on the web as the story is being planned. 
They should understand the importance of planning content prior to creation, such as if a 
photo gallery or video will be included with a story, rather than waiting until after the 
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story is planned. Prior to my departure the online editor was fired and a new online editor 
was hired. The position’s new duties were writing print focused stories and then after my 
department entered what went out in print into the CMS the online editor would re-
purpose it for the web. This is even less multi-platform focused than they were, thus 
taking a step backwards from being multi-platform. Their focus is blatantly geared 
towards the print and the online has become an obvious tool for supporting the print, 
instead of both forms of media supporting the content. Also discussed prior to my 
departure was how to publish BCW to portable devices. By the standards that BCW has 
already set they are going to need to hire a portable devices editor as well. 
The content that media organizations create should be their main focus and their 
website and traditional medium should support it. Many news outlets still consider their 
traditional medium to be their identity, and those that consider themselves to be multi-
platform still segment their platforms, like BCW. They should be creating the same 
content for both at the same time. That is what it means to have an online identity over 
having an online presence. “Digital systems allow journalists to share data ﬁles (audio, 
video and text) with increasing versatility, in order to elaborate content for the various 
platforms,”55. Most commercial CMSs allow content to be loaded into them, and then 
edited for use of multiple platforms. If a company needs to “re-purpose” content from 
one medium to another then they are focusing on the first medium and the second 
medium is there to support the first. There is no integration and this practice is not multi-
platform. It is creating content for the segmented platforms that the company is involved 
in. By entering in the content to the CMS prior to purposing it for print, television, radio, 
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the Internet, etc. one is focusing on the content first, and then worrying about how it will 
look on each medium. 
It isn’t enough to have a website and put one’s content on it. The content needs to 
be engaging, it needs to be updated as quickly as quality can withstand, it needs to have 
something that people cannot get elsewhere, and it needs to be the media company’s 
product, not the medium. Without any of these there will not be a successful migration to 
the web. But even these aren’t enough to secure success. Success is still going to be based 
on the quality of the product, intelligence, research, investment, and the media company’s 
ability to sell to both advertisers and the audience it wants to procure. A news website 
might get out of the starting gate, but as more competitors surface, its value may drop 
drastically. The same rules of business apply now just as they ever did. It is only the 
distribution of the media business that is changing. As such, a good business changes it’s 
model as the times changes. There isn’t a need to change one’s business because content 
is still content and content should be the business. The model needs to change however as 
the times switch to a new dominant distribution technique; how people receive the 
business is changing. Drawing from Jenkins’ example of sound as a medium and 
applying it across the board the key thing to remember is, print is still print regardless of 
if it is on paper or on a screen and regardless of it being on television or on Ustream, it 
will still be video broadcasting. There is still a place for radio people, television people, 
and print people as there is still print, video, and audio online. The old-school print and 
radio people that don’t look great on video and the old school television people who 
couldn’t write a high school essay are all still important. However, a new role has arisen 
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that is just as important and that is the role for those who can envision how to use it all to 
tell a story.  
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Year $Mill %Change $Mill %Change $Mill %Change $Mill %change $Mill %change $Mill %Change
1950 $518 11.9% $1,175 6.3% $377 9.9% $2,070 8.3%
1951 $529 2.1% $1,259 7.1% $463 22.8% $2,251 8.7%
1952 $537 1.5% $1,411 12.1% $516 11.4% $2,464 9.5%
1953 $606 12.8% $1,455 3.1% $571 10.7% $2,632 6.8%
1954 $607 0.2% $1,539 5.8% $539 -5.6% $2,685 2.0%
1955 $712 17.3% $1,755 14.0% $610 13.2% $3,077 14.6%
1956 $768 5.9% $1,808 3.0% $661 8.4% $3,223 4.7%
1957 $738 0.8% $1,835 1.5% $665 0.6% $3,268 1.4%
1958 $724 -4.7% $1,802 -1.8% $650 -2.3% $3,176 -2.8%
1959 $774 6.9% $2,014 11.8% $738 13.5% $3,526 11.0%
1960 $778 0.5% $2,100 4.3% $803 8.8% $3,681 4.4%
1961 $744 -4.4% $2,053 -2.2% $804 0.1% $3,601 -2.2%
1962 $722 -3.0% $2,103 2.4% $834 3.7% $3,659 1.6%
1963 $702 -2.8% $2,211 5.1% $867 4.7% $3,780 3.3%
1964 $773 10.1% $2,344 6.0% $1,003 15.7% $4,120 9.0%
1965 $783 1.3% $2,429 3.6% $1,214 21.0% $4,426 7.4%
1966 $887 13.3% $2,645 8.9% $1,333 9.8% $4,865 9.9%
1967 $846 -4.6% $2,760 4.3% $1,304 -2.2% $4,910 0.9%
1968 $889 5.1% $2,919 5.8% $1,424 9.2% $5,232 6.6%
1969 $943 6.1% $3,166 8.5% $1,605 12.7% $5,714 9.2%
1970 $891 -5.5% $3,292 4.0% $1,521 -5.2% $5,704 -0.2%
1971 $972 9.1% $3,565 8.3% $1,630 7.2% $6,167 8.1%
1972 $1,062 9.3% $3,964 11.2% $1,913 17.4% $6,939 12.5%
1973 $1,049 -1.2% $4,245 7.1% $2,187 14.3% $7,481 7.8%
1974 $1,105 5.3% $4,563 7.5% $2,174 -0.6% $7,842 4.8%
1975 $1,109 0.4% $4,966 8.8% $2,159 -0.7% $8,234 5.0%
1976 $1,342 21.0% $5,668 14.1% $2,608 20.8% $9,618 16.8%
1977 $1,472 9.7% $6,241 10.1% $3,038 16.5% $10,751 11.8%
1978 $1,541 4.7% $7,023 12.5% $3,649 20.1% $12,213 13.6%
1979 $1,770 14.9% $7,845 11.7% $4,248 16.4% $13,863 13.5%
1980 $1,963 10.9% $8,609 9.7% $4,222 -0.6% $14,794 6.7%
1981 $2,258 15.0% $9,686 12.5% $4,583 8.6% $16,527 11.7%
1982 $2,452 8.6% $10,390 7.3% $4,852 5.9% $17,694 7.1%
1983 $2,734 11.5% $11,841 14.0% $6,006 23.8% $20,581 16.3%
1984 $3,081 12.7% $12,784 8.0% $7,657 27.5% $23,522 14.3%
1985 $3,352 8.8% $13,443 5.2% $8,375 9.4% $25,170 7.0%
1986 $3,376 0.7% $14,311 6.5% $9,303 11.1% $26,990 7.2%
1987 $3,494 3.5% $15,227 6.4% $10,691 14.9% $29,412 9.0%
1988 $3,821 2.6% $15,790 4.0% $11,586 10.1% $31,197 6.1%
1989 $3,948 3.3% $16,504 4.5% $11,916 2.9% $32,368 3.8%
1990 $4,122 4.4% $16,652 0.9% $11,506 -3.5% $32,280 -0.3%
1991 $3,924 -4.8% $15,839 -4.9% $10,587 -8.0% $30,349 -6.0%
1992 $3,834 -2.3% $16,041 1.3% $10,764 1.7% $30,639 1.0%
1993 $3,853 0.5% $16,859 5.1% $11,157 3.7% $31,869 4.0%
1994 $4,149 7.7% $17,496 3.8% $12,464 11.7% $34,109 7.0%
1995 $4,251 2.5% $18,099 3.4% $13,742 10.3% $36,092 5.8%
1996 $4,667 9.8% $18,344 1.4% $15,065 9.6% $38,075 5.5%
1997 $5,315 13.9% $19,242 4.9% $16,773 11.3% $41,330 8.5%
1998 $5,721 7.7% $20,331 5.7% $17,873 6.6% $43,925 6.3%
1999 $6,732 17.7% $20,907 2.8% $18,650 4.3% $46,289 5.4%
2000 $7,653 13.7% $21,409 2.4% $19,608 5.1% $48,670 5.1%
2001 $7,004 -8.5% $20,679 -3.4% $16,622 -15.2% $44,305 -9.0%
2002 $7,210 2.9% $20,994 1.5% $15,898 -4.3% $44,102 -0.5%
2003 $7,797 8.1% $21,341 1.7% $15,801 -0.6% $44,939 1.9% $1,216 $46,156
2004 $8,083 3.7% $22,012 3.1% $16,608 5.1% $46,703 3.9% $1,541 26.7% $48,244 4.5%
2005 $7,910 -2.2% $22,187 0.8% $17,312 4.2% $47,408 1.5% $2,027 31.5% $49,435 2.5%
2006 $7,505 -5.1% $22,121 -0.3% $16,986 -1.9% $46,611 -1.7% $2,664 31.5% $49,275 -0.3%
2007 $7,005 -6.7% $21,018 -5.0% $14,186 -16.5% $42,209 -9.4% $3,166 18.8% $45,375 -7.9%
2008 $5,996 -14.4% $18,769 -10.7% $9,975 -29.7% $34,740 -17.7% $3,109 -1.8% $37,848 -16.6%
ONLINE TOTAL
PRINT AND ONLINE 
TOTAL NATIONAL RETAIL  CLASSIFIED PRINT TOTAL
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